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BOOT AND SHOE RECORDER 


€. E. DOWLING of the Vul- 
can Corporation, Portsmouth, Ohio, 
says: 

“The Recorder goes to the heart 
of things and places character right 
at the head of the list and unless 
American business people reestab- 
lish their policies upon fundamen- 
tals, we are doomed to become an 
army of ‘cheap skates.’” 


FRED GANNON writes: “A friend, 
a New Yorker, up from the big city, 
told me that the New York World’s 
Fair seems bigger at night because 
by that time ‘every foot has become 
an acher.’ I laughed and recollected 
that this Spring 1 wrote a para- 
graph, from the records of fifty 
etn ago, telling that Charles Trow, 

Salem journalist, sent to a friend 


a poem congratulating him on his 
recovery from rheumatism, and 


each stanza ended with the line: 
‘each foot has ceased to be an 
acher.’ Charles said the joke was 
old when he was a boy.” 


AF thol 


CHESTER A. SMITH of Smith 
Shoe Store in Ottawa, Kansas, 
says: 

“I think more practical shoes in- 
stead of so many fads would help 
to cut down the odd pairs.” 


LOU HART is one of the “vets” 
of the road, for next September he 
rounds out just 37 years packing 
a sample case of shoes and aiding 
merchants to buy right. Hale and 
hearty, he ranges west from the 
Nation’s capitol, south to Nashville, 
west to Kansas City and north to 
Fargo for D.. Armstrong & Com- 
pany. Headquarters are in Chi, his 
address being the Palmer House! 
Sez he: 


age | 


“The Fall season is sure to be 
excellent. Merchants had far more 
white shoe demand than they ex- 
pected and they weren't selling 
them at cut prices either. Stocks 
are in good condition; Fall orders 
have been in good volume; and 


merchants are optimistic. I feel 
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HAND 


that this is a sure-fire winning com- 
bination.” 
e te o 

ELLIOTT ROOSEVELT, 
the President, and president in his 
own right of the Texas State Net- 
work, told the Sales Executives 
Club of New York that the great 
Lone Star State, covering as it does 
a territory that stretches from north 
to south for a distance as great as 


son of 


that between the Atlantic seaboard 
and the Mississippi River, will pro- 
vide some of the most spectacular 
sales increases to be chalked up in 
American industry’s world of to- 
morrow. 

But to sell goods in Texas, Mr. 
Roosevelt maintains, manufacturers 
must know the kind of goods 
Texans like to buy, understand the 
psychology of the people who in- 
habit the vast commonwealth bor- 
dering the Rio Grande and study 
its market preferences. Sales man- 
agers and advertising counsel might 
well make a trip to Texas to ac- 
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quaint themselves with the state 
and its people, for Texans are not 
only different but proud of it. To 
illustrate the point, Mr. Roosevelt 
told this story: 

A Pennsylvania Republican went 
down there to make a study of the 
political situation. He approached 
a tall, rangy Texan and explained 
his mission. “Would you mind if 
I ask you a few questions?” he 
inquired. 

“No, I don’t mind,” the Texan 
answered. “Fire away.” 

“Well, how do you find busi- 
ness?” 

“Rotten. In fact, it’s all I can do 
to keep two jumps ahead of the 
sheriff.” 

“How did you vote in °32?” 

“I voted Democratic.” 

“And in 36?” 

“Voted Democratic again.” 

“Well, you say business isn’t so 
good, and you voted Democratic in 
"32 and *36—+tell me now, how do 
you expect to vote in 1940?” 

“Why I’m going to vote Demo- 
cratic, of course. But if you 
Yankees don’t quit voting with us, 
I'm telling you, the whole country 
is going to hell.” 


LINCOLN FILENE, Chairman of 
the Committee for the Voluntary 
Control of Unfair Trade Practices, 
gives the following clearing house 
plan for the correction of uneco- 
nomic practices: 

“Let us take as an example an 
industry that supplies consumer 
goods to the people. It may well 
be divided into three groups—manu- 
facturers, wholesalers, and retailers. 
Should the leaders of these groups 
attempt to set up voluntary ma- 
chinery for the control and elimina- 
tion of unfair practices, the follow- 
ing steps would seem to be logical 
and practical : 

(1) A committee of each group should 
prepare, in ‘as much detail as possible, 
a list of the unfair trade practices most 
desirable and possible to control or elimi- 
nate. 
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—If our 130,000,000 of Americans 
could have only the things they 

need — such as food, clothing 
and shelter —our social and 
economic scheme of things would 
collapse like a house of cards. 

—It's the plus things, the things 
people hanker after, the luxuries, 
that have enabled us to build up 
the highest standard of living in 
the world's history. 

—The required use of a simple, 
standardized type of shoe would 
cut down our shoe production to 
one-third its present volume. 

—And throw thousands of workers 
out of employment at the same 
time. 

—Plus things are essential to the 
maintenance of our grect social 
and economic empire. 

—And adequate purchasing power, 
widely distributed, is essential to 
keep plus things in active and 
profitable motion. 


Og 


President 





(2) A joint committee, composed of 
representatives of these committees, should 
then endeavor to reconcile differences in 
the lists and agree on a final list. 

(3) Through appropriate action, mem- 
bers of each group should assent to the 
final list. 

(4) An independent office, jointly sup- 
ported by the groups, should be set up 
along the lines described in this paper 
as the ‘Clearing House’. 

(5) In order to assist in enforcement, 
the backing of public opinion should be 
sought through the spread of information 
describing what the industry is trying to 
do. 

(6) At some point after these opera- 
tions are well under way, application 
could, if desired, be made for a trade 
practice conference with the Federal 
Trade Commission, which, if the industry 
as a whole agrees, can serve as the final 
Federal enforcing agency.” 


* 7. * 


FEDERAL Wage-Hour Adminis- 
trator Elmer F. Andrews says: 


“Some very shady courses in Amer- 
ican industry need to be brought to 
light for certain despicable business 
practices.” The bureau is doing 
very well in enforcement—begin- 
ning eight months ago with 23 in- 
spectors and increasing that number 
to 130 at present. 


ood ar ab 


HOMER W. LADD, said at a 
National Forum, recently: 

“A serious inroad upon retailing 
has been the increasing volume of 
business, rightfully belonging to a 
retail establishment, which has been 
diverted to other channels. Direct 
selling by manufacturers, whole- 
salers and their agents in competi- 
tion in many cases with their own 
retail outlets, is one of these unfair 
practices. The manufacturer cannot 
live on such business as he could 
produce from direct selling, but 
each time such occurrence takes 
place, he is made a party to a prac- 
tice that is unjust and unfair to all 
retailers. 

“Another practice, entirely too 
common, is that of large corpora- 
tions employing many workers, 
which permit their purchasing de- 











partment to secure for the em- 
ployees, merchandise of all char- 
acter from sources other than legiti- 
mate retail establishments. Retailers 
and their employees are in many 
instances customers of these organ- 
izations which set up these agencies 
to divert business from the retailer. 
The employees are often led to be- 
lieve they are securing wholesale 
prices, when such is not the case. 
Such deals often involve time and 
expense for which there is no com- 
pensation. Many times the purchase 
is far less satisfactory than one 
made in established stores with all 
the advantages of inspecting the 
merchandise and selecting items 
best fitted to the customer’s particu- 
lar need. 

“A third leakage in retail sales 
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results from the abuse of wholesale 
and showroom selling. The word 
‘wholesale’ seems to work magic 
upon the American buyer. Any 
effort to remove the retailer from 
supplying goods to the consumer 
reacts against our entire economic 
system. The propaganda of those 
engaged in such practice hinges 
largely upon the large savings that 
can be made because of the enor- 
mous profit necessary for the re- 
tailer. Once your customer has pur- 
chased through the supposed whole- 
sale source, he is forever through 
buying from established retail 
sources, and hurries to inform all 
relatives and acquaintances of won- 
derful savings made possible by the 
agency of the wholesaler. When the 
producer or jobber adopts a course 
which leads the consumer to believe 
that the retailer does not fill a place 
necessary in our system of business, 
he is tearing down the structures 
which hold up his enterprise. 

“Certainly it should be the duty 
of retailers in all lines to enthusias- 
tically support those sources of sup- 
ply that are content to leave the re- 
tail distribution of merchandise to 
legitimate channels; by the same 
token we should seriously condemn 
all manufacturers who straddle the 
issue and furnish merchandise for 
direct selling.” 


* . e 





HR OLFE’S Shoe Store in Lockland. 


Ohio, writes: 


“You most certainly are on the 
right track as to more honesty on 
the part of merchants. Cancella- 
tions, as you well know, were due in 
the past season to the ‘screwy’ styles 
brought out by the manufacturers. 

“Let’s get back to shoes—leaving 
the ornaments for the Christmas 


trees. 
* = aa 


MARS. ROGERS, who runs a shoe 


store in North London, got a big 


supply of shoes cheap and was en- 
abled to advertise, “Guaranteed fair 


wear; all repairs free,” meaning 
that if the repaired boots did not 
give fair wear the subsequent neces- 
sary repairs would be done free. 
Accordingly, Mrs. Rogers’ business 
leaped to £87 per week, which 
greatly annoyed Mr. Slater, whose 
shoe store was just across the street. 
Thereupon Mr. Slater put a sign in 
his window, strikingly similar to 
Mrs. Rogers’ sign, reading: “No 
repairs free. We use leather, not 


tripe.” 


This was too pointed to suit Mrs. 
Rogers, but she said nothing until 
Mr. Slater put in his window an- 
other sign, accompanied by an ex- 
hibit. The sign said: “Repaired by 
cheap repairers in this road.” The 
exhibit showed a shoe repaired with 
a piece of cardboard and including 
a cigarette card in the sole. This 
was too much for the harrassed Mrs. 
Rogers, and she has taken the mat- 
ter into King’s Bench Division 
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Court, asking damages for libel, 
slander and slander of goods. Her 
business has slumped as low as £32 
a week now, she says. Mr. Slater’s 
defense is that the words did not 
refer to Mrs. Rogers and, alterna- 
tively, the words complained of 
were true in substance and in fact, 
constituting fair comment. 


~ . 7” 


HE ARRY G. JOHANSEN of Johan- 
sen Bros. Shoe Co., St. Louis, Mo., 
says: 

“The shoe industry should wake 
up to the fact that profits are neces- 
sary.” 

7 * * 
WALKER T. DICKERSON of 
The Walker T. Dickerson Company, 
Columbus, Ohio, says: 

“We realize business is tense and 
it is most difficult for some manu- 
facturers to obtain any volume, the 
clearest indication of this condition 
is evidenced through the fast styles 
and tinsel effects that are being un- 
loaded each season on the long- 
suffering retailer. A few more sea- 
sons like the Spring of 1939 and we 
will not have any dealer who can 
pay for shoes when we sell them a 
hill of goods.” 





“Aw, quit being so darned good! You're going to get your hide tanned anyway.” 
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PARIS TAKES TO COLOR... . 


Brilliant Social Season Climaxed in the Grande Semaine, the Great 
Racing Week. Blues Are Number One Choice with White Much in 
Favor. Some Beige Coming Up in Accessories. Striking Combinations 
Seen. Interesting Trend in Footwear Matched to Costume, with Accesso- 


ries in Contrasting Color Observed at Races. 


UNE sunshine after the war clouds brought reaction 
to Paris. The most brilliant season since dictators 
loomed on the European scene has just come to a close, 
climaxed in the Grande Semaine. From the Prix de 
Diane at Chantilly to the Grand Prix at Longchamp, the 
races set the pace for glamorous clothes, and social 
events sandwiched between accelerated the tempo. 

Color catches the eye first. Blues led the field, espe- 
cially purple-influenced blues, both light and dark. 
These included hydrangea and pervenche, and on the 
vivid side purplish royal tones. Cornflower blue fairly 
ran amuk, and real cornflowers were the vogue for men’s 
“buttonholes,” artificial ones for women’s shoulders and 
flowered toques. 

Among light blues were sky and powder shades, and 
pale greenish blues the color of dead turquoise. Navy 
figured largely in ground work for prints and in acces- 
sories. Even purples went blue, with blue-lavenders in 
the light range, and the deep purple of wood violets in 
the dark. Cyclamen and vivid peony pinks highlighted 
many a print pattern, accented many a hat. 

The importance of white was an assured thing. White 
appeared sometimes with colored accessories, sometimes 
all on its own. White suits showed up with black or 








brown accessories, white dresses with vivid blue hats 
and purses. All-white shoes figured importantly, in 
pumps and sandals, in kid and antelope. 

While costume contrasts were exceedingly pronounced 
throughout this gala season, the one-color costume 
sounded a new note. This in addition to white, appeared 
in royal blue, hydrangea blue, wine red and black. Every 
accessory, every detail blended in these one-color 


Beige showed more importance for accessories than 
for costume, and when used for shoes matched the 
stocking shade. The very swank Madame Martinez de 
Hoz wore at Chantilly a printed frock in pale green, 
hat in natural straw, and all other accessories in beige. 
She wore beige kid pumps with only small trimming de- 
tail at the throat, beige gloves, and carried a rolled-up 
long umbrella of beige silk. 

Another interesting color combination seen the same 
day consisted of beige hose and sandals, the latter of 
perforated kid, worn with a suit of lavender tweed, and 
hat and gloves in ruby red. A big clip of rubies and 
diamonds flashed on a lapel. Brown accessories, in hats, 
belts and shoes, in bags and gloves, were noted at Chan- 

[TURN TO PAGE 32, PLEASE] 


by ALICE MAXWELL APPO 
Paris Editor 


Smart costume seen at the races. Note 
unusual straps on low-cut pattern with 
tiny toe-opening. 
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FFOR the third successive year, Boot anp SuHoe Re- 
CORDER invites every one associated with the men’s 
shoe industry to participate actively in National Men’s 
Shoe Week, to be celebrated throughout the country 
Sept. 9 through 16—including TWO SATURDAYS. 
Whether you’re a leather man, a manufacturer, a 
salesman, or a retailer, INCREASED PAIRAGE of 
men’s shoes is of vital importance to you; only through 
consistent, persistent effort on the part of all can men 
be made to want and wear more pairs of shoes. The 
Recorper has seen the increase in the demand for foot 
comfort that coincided with the yearly promotion of 
Foot Health Week, the increased sport shoe sales that 
coincided with the promotion of Sport Shoe Week, and 
we know that through well-planned and enthusiastically 
executed COOPERATIVE promotion programs in 
every community, men can be sold on the idea of own- 
ing and wearing more kinds of shoes. We know also 
that it is a big job requiring everyone’s cooperation. 


THIS Summer, we’ve seen more men than ever wear- 
ing cool, colorful sports wear, changing from business 
clothes to leisure clothes and appreciating their relax- 
ing comfort. We can go futher, much further, and 
teach men to enjoy and appreciate shoes for the occa- 
sion and the costume all year round. And don’t forget 
that you will have the whole-hearted cooperation of 
the women, for they like to see their men folks cor- 
rectly dressed; there’s no pleasure for them in having 
a dowdy escort when they have taken the trouble to 
dress appropriately for the occasion. 

How can you participate? If you're on the produc- 
tion end write to your accounts reminding them of 
Men’s Shoe Week and urge them to join in the National 
observance, Sept. 9 to 16, and prepare such display 
end advertising helps as your budget permits. 


NOW, ALL TOGETHER! 
START THE BALL A-ROLLIN’? 


Ger an Early Start on Your Promotion Plans for 
National Men’s Shoe W eek, September 9 to 16. First 
of a Series of Three Articles Suggesting Practical 
Sales Building Ideas. Other Installments Will Ap- 
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pear August 5 and August 19 


by BR. E. ANDRUSS 


The colors suggested for the events are 
orange and brown on a tan ground to be 
used in the windows and in the store; show 
cards and window streamers to tie in with 
your regular material will be very helpful. 
Use a touch of blue for accent color. 


The slogan for the event is “A MAN IS AS 
SMART AS HIS SHOES.” 


Boot anp SHoe Recorper is including suggestions 
for designs for cards and streamers to be made by the 
store’s sign man, and also illustrations that can be 
reproduced for advertising use, but your dealers will 
appreciate every cooperation you can give them, also. 

How can you participate? If you're a retailer, get 
together with your fellow merchants RIGHT AWAY. 
and plan a cooperative program that will make an 
impression on every man (and woman) in your com- 
munity. The old argument that “it can’t be done in 
our town” has been completely disproved by the man) 
successful cooperative movements among shoe stores 
{and others) in hundreds of towns the past few years 






Lapel badges to be 

worn by salesmen and 

store personnel dur- 

ing National Men’s 

Shoe Week—and for 

some days before- 
hand. 
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BOOT AND SHOE RECORDER 
offers prizes for the best 
WINDOW DISPLAYS 
for 
NATIONAL MEN’S SHOE WEEK 
Watch for the announcement in the issue of 
AUGUST 19th. 











For the third successive 
and 
sponsors Na- 
tional Men’s Shoe Week 
to be held in retail stores 
from coast to coast Sep- 
tember 9th to 16th, in- 
clusive. 
A complete promotion 


sues of fuly 22, yt 
5 and August 19, includ- 
ing ideas for organizing 
a@ cooperative event; de- 
signs for banners, stream- 


ward 
that “A Man is as Smart 
as His Shoes.” 
Style coordinaton in wo- 
men’s costumes is an es- 
tablished custom. Retail- 
ers should teach men the 
= of style coor- 
men’s attire 
and Sa aoe promote the 


men’s shoe business. 


Go to your chief competitor, if you do not already 
have a set-up in your town for handling such occasions, 
and talk things over with him. The idea being to sell 
men the advantages of owning a larger shoe wardrobe, 
price lines do not interfere in any way—every store 
selling men’s shoes can participate. 

Together with your competitor, arrange for a meet 
ing of all who might be interested, and plan a program 
to take up the various points to be discussed, so that 
they will be covered in orderly fashion. 

First, nominate and elect as general chairman a man 
whom you know will get things done; preferably a 
previous selection, nominated by some one who has 
been coached. The selected G. C. should also be in- 
formed and know the order of the program that the 
temporary chairman turns over to him as soon as he 
takes the chair. The G. C. then should proceed to find 
out how many are interested in participating in Men’s 
Shoe Week, and the extent of their support, in their 
own store program and in the general program of pub- 
licity. A temporary secretary should keep a record of 
promises and pledges. It will be necessary to have a 
general outline for the cooperative features of the pro- 
motion, and the approximate cost of carrying out each 
suggestion. 

Under this heading might come the printing or paint- 
ing of uniform signs and showcards, cooperative adver- 
tising, publicity stunts, direct mailings, contests, news- 
paper stories and so on. Suggestions from the audience 
are in order, and should be acted upon, and placed on 
record. With the extent of pledged participation known, 
and the program features to be used decided upon, 

[TURN TO PAGE 34, PLEASE] 
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THE reaction against ornate, over-de- 
tailed shoes which is causing such a stir in 
women’s shoe merchandising is also quite 
apparent in men’s lines, too. But since 
the pendulum did not swing to the ex- 
treme in men’s styles, the reaction is con- 
sequently not as violent. But it is good 
medicine every so often to shake the jit- 
tery elements down and get set on an even 
keel again. It makes promotion more 
effective on standard shoes and clears the 
atmosphere for the promotion of “fast” 
items which have unquestionably help 
move a stock. 

When patterns become simple we like 
to say that they are getting back to a 
“custom look,” which is in fact a return 
to the tradition of simplicity which has 
been associated always with custom or 

hand bootmakers. But, oddly enough, except for isolated 

tases in high grades, this simplicity has been featured mostly 

in the popular price range and the trends characteristic of 

is “custom” feeling have had their greatest development 

Most noteworthy example of such development is 

stom finishing or antiquing which has swept the country 

ithout regard to price or grade. The phase of this develop- 

t which is new and which is news NOW is the customiz- 

of brogues through simplification and refining. 








ALTHOUGH over unusually full toed 
brogue lasts of medium width and spring 
the toes of the new Fall shoes give an im- 
pression of being narrower and more 
tapering than they are actually. This effect 
has been accomplished in two ways, both 
of which are your highlights in street 
shoes this Fall. 

Medallions are important as they never 
were before. Stitching is less bold and 
of a more careful nature, and is restrained 
in color, although black is being used less 
often than might be expected. However, 
where antiquing is used stitching natu- 
rally colors down to a very dark shade. 

On the subject of antiquing there is a 
new color which has all indications of 
receiving nation-wide promotion and by 
the time you read this it should be well 
established. It is called antique copper, 
and it is a grand color on lightly grained 
and soft boarded calf. One western 
manufacturer is using it effectively on a 

[TURN TO PAGE 32, PLEASE] 
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CUSTOM 
EFFECTS 

A SEASON of custom effects! Fall, 1939, will be re- 

membered for its return to the classic. Regardless of 

the type of shoe, bal or blucher, full or custom brogue, 

all are relatively plainer, simpler shoes than they were 

this time a year ago. Classic example of this trend is 


the photograph in the circle. It also highlights the 
[TURN TO PAGE 32, PLEASE] 
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A steadily growing volume of NATIONALLY-ADVERTISED 
and TRADE-MARKED SHOES for women are made by the SOLE 
LITTLEWAY and UCO LOCKSTITCH processes. ST | TC b4 | N G 
The flexibility, comfort, and wearing qualities made possible by 


these modern manufacturing methods are significant factors in MAC H l N E 3 
building up, maintaining, and increasing a highly satisfactory 


cones dorond MODEL C 
UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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they are not pure. 
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OUTLOOM 


BERRITATIONS are increasing! To be a business man 
today one must be a tax expert, a research analyst, 
a statistician, a lawyer and a liar, a labor authority, 
a union mediator, fashion forecaster, a society reporter 
and everything else—just because you are in business 
selling foot coverings. Every dollar is divided, sub- 
divided and allocated before you take it in. The wonder 
is that a merchant has any time for his own business 
when he is so busy on everybody’s else’s business. 

Watch out for this one! A labeling bill has been 
introduced in the House of Representatives by J. Harold 
Flannery of Pennsylvania. It asks for more stringent 
regulation concerning the labeling of shoes and other 
commodities—“requiring manufacturers and distribu- 
tors to indicate the country of origin if the major com- 
ponent part of the product is imported.” 

If the ingredient-labeling law slips in by the foreign 
route, it won’t be long before the whole camel will be in 
the tent and we will have labels as long as your arm 
stuck on every pair of shoes sold. 

The bill would require any person to mention the country of 
origin in labels and in any advertising matter distributed. The 
term “imported article” is defined to include “any product, thing, 
or material which is the result of products, things, ingredients, 
parts, or materials having been manufactured, fabricated, con- 
structed, assembled, compounded, blended, or otherwise brought 
together in the United States, to make up the product, thing or 
material, where products, ingredients, parts or materials consti- 


tuting the major F cm gypman either by volume, weight or value, 
Soe Eee, | ing, or material have been imported from a 


gn country. 

In other words, any article manufactured in this country, that 
uses materials from any other part of the globe, would have to 
bear a label—even though jhe law “contains the safeguard that 
the label shall not imply that the article, as a whole, has been 


imported.” 

The measure, when first introduced, was regarded 
as hopelessly bogged down for this session but. now 
the House Interstate Sub-Committee plans to hold hear- 
ings, bringing it to light again. 

In our candid opinion, the perfect protest to the 
bill is that administrative difficulties would be insur- 
mountable. Every article made in America would have 
to be policed by ingredient inspectors. But maybe that’s 
a legislative solution to unemployment. It would take 
ten million inspectors to administer the law. But things 
like this cannot be laughed out of legislative halls. 
This labeling law is being very seriously considered and 
it certainly plants the seeds for domestic labeling. 

While we are on the subject, the prying professionals 
of consumer organizations throughout the country are 
dissecting shoes, trying to prove by laboratory test that 


More Complexity—This Mountain of Detail 








by ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


We never did believe that the outer sole abrasion 
by a machine was the proper test of sole leather. You 
can go into. any store, pick out a pair of shoes at 
random, put them on an abrasion machine and find 
that the one sole out-wears the other because in prac- 


tical manufacture it is possible for one sole to come 


from the best part of the bend, up near the backbone 
and another sole to come closer to the flank. When the 
day comes that you can take one pair of soles out of 
every bend and throw the rest of it away, you will 


. have abrasion-test leather satisfactory to paternalistic 


consumer groups. 

One pair of shoes out of a stock is no proper test 
of shoe-wearing requirements. Furthermore, a rhythmic 
abrasing machine is not comparable with unrhythmic 
walking of human beings—of varying weights and 
measures. There is no end to the idiocy of laboratory 
tests based on samples or even averages. 

The wear test should be done on feet, and many of 
them, to make it effective. A famous medical case 
was won in the courts by an attorney who stated: 
“Medical results are not determined in a laboratory but 
on human beings. The bedside tests are better than 
those from a test tube.” 

Another favorite laboratory test is the tensile strength 
of quarter linings and from what we know about shoe 
linings, the wear test is the only real answer. A thread 
given a pull test may have its place in factory technology 
but friction test through use, plus perspiration, plus 
purpose—whether for barnyard work or for spectator 
sports wear — gives a very wide latitude for the de- 
termination of the utility of a lining. 

We could go on this way, through the entire scientific 
category but what’s the use? A composition counter or 
a processed box toe is a proper ingredient in a shoe be- 
cause science makes progress and in their hidden parts 
the ingredients of shoes prove, by the testings of mil- 
lions of pairs, their efficiency as well as the part they 
play in the ultimate economy of price. 

So we come to the time when we need to eliminate 
some of the propagated myths tied up with the labeling 
laws, the consumer group movements, etc., and above 
all we need to reduce unnecessary expenses, needless re- 
ports and useless work. 
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A STRAIGHT LIWE TO YOUR SUCCESS 


THIS LETTER TELLS 
ITS OWN STORY 


June 7-39 

Santa Ana, Calif. 
MUSEBECK SHOE CO., 
Danville, Ill. 


Gentlemen: 


Since adding Health Spot Shoes to my store and eliminating style 
shoes altogether, my business is rapidly getting on a firm foun- 
dation. 


I feel both happy and fortunate to represent Health Spot Shoes 
in this community. In fact, I am eliminating the other makes of 
shoes as rapidly as possible and intend to concentrate on Health 
Spot Shoes and increase this stock as rapidly as possible. 


Last month Health Spot Shoes accounted for two-thirds of my 
business on one-third of my stock. Orange County is an extremely 
small county and I have contacted the Medical profession and am 
getting much cooperation on Health Spot Shoes from that source. 


I also wish to state that your representative has been untiring 
in extending to me all the help, cooperation and suggestions in 
helping me establish Health Spot Shoes. 

Thanking you for the consideration and courtesies extended to me, 


I am 
Very truly yours, 


EARL D. BLACKBURN 
*original letter in files of Musebeck Shoe Company. 


It’s easy to build a profitable business in any community with Health Spot 
Shoes. Write today for full information. 


Fs WL, Ve) be herh SMe ba fimpany 
. N O ! O 


THE MOST COMPLETE LINE OF CORRECTIVE SHOES IN AMERICA FOR MER, WOMER AND GHILORER 





TRAVELERS HOLD 
ANNUAL 
GET-TOGETHER 


Boot and Shoe Travelers Association 
of New York Enjoys a Dey of Leisure 


Lou Friedman holds Boot and Shoe 
Recorder Cup on which he won first le 
while he tells about the “days when” with 
Tom England, president of the association 


Harold Callahan, his “Big Brother” 
Tom, Mr. McIntosh and Tom England 
all set to go. 


Tom Meath, Joe Zahn, back in the 
big town again, Merv Lyons and Ray j ; 
Hutmacher. Murray Kalmon, Bill Bressler, Charlie 


Henkel and Abe Plotkin. the latter 
incidently in very good “form.” 


Harry Goodsight, Bob Emmet 
(money-winner), Harry Dalton and 
Herman Shefer. Sam Schwarts, Max Babin, Mr. Van 
Meter and Harold Underhill. 


All set to go and quite a bunch. Some are pretty palsy too. (Note 
foreground). 





\e-Wake). ya 8 ae 
ADVERTISED | 


/ 00 SI DBACS 


A sensational merchandising method of re- 
tailing $1.00 handbags—involving no invest- 
ment to the store, now operating with 
tremendous success in over 500 stores (tes- 
timonials available). A liberal, guaranteed 
year-round profit on a non-competitive basis. 


We carry a complete stock @ You get a 
liberal profit on every sale © New exclusive 
styles constantly @ No transportation 
charges @ Advance style bulletins @ The only 
nationally advertised $1.00 handbags @ Free 

window and counter displays @ Free news- 

paper mat service @ A complete promo- 


tional sales program @ No “mark-downs.” 


————— eee 


1 Elanbee, Incorporated 

21 East 22nd Street, N. Y. C. 

Gentlemen: 

! Please send me complete details of 
I 

I 

! 

! 

I 


Ne nv. 
o1 BAST 2 - 


gLANBEB. INE” 


the Elanbee $1.00 Handbag Plan of 


Assured Profits with No Investment. 
For complete details send this cou- ——eo 


pon attached to your letterhead. 


ELANBEE, INC. 


TC + al \ 
S REET YC Yy 


Bee ) Mm ££ Bz; 
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SELL THE HANDBAG 


WITH THE SHOE 


Flach New Season Brings Better Coordination of Shoe and Handbag 


Styles. This Fall Color, Materials, Silhouettes and Detailing Have All 





TWO articles for the price of one is a time-honored way 
of selling more merchandise. So two articles bought in 
the time it takes to buy one is also a tempting idea to 
any customer, especially when she is thus assured of 
getting two articles that will look well together. So 
your handbag business should be a very big item in 
your shoe business, for women are more style-conscious 
with every season and are glad of the chance to buy 
bag and shoes together. 

This Fall handbag manufacturers have followed 
several lines of thought in designing models to sell with 
shoes. Color, of course, is the leading idea in all lines. 
And here the story follows the shoes very closely. 
Black is quoted at around 75 per cent, brown at 20 per 
cent and the remaining 5 per cent goes to green and 


> 
se 


Been Carefully Considered in Designing Bags to Sell with Shoes. 


wine. The interest in blue is limited to certain sections 
—the South and the Coast. Both a reddish brown and 
a very dark brown are being used. The green is dark 
with a blue cast. The wine is red, not purple, in tone. 
These colors will be smart contrasts with black and can 
be blended with costumes in their own color family. 

Brown is important because of the many brown furs. 
After color, material is the leading co-ordination 
thought. Suede is, of course, number one. Style-con- 
scious manufacturers are “thinking of nothing else just 
now.” Following the shoe styles, patent, alligator, 
lizard or grosgrain ribbon is used for trimming on these 
suede bags. In general, the best-styled bags do not 
follow too closely any definite shoe design, but adapt 
[TURN TO PAGE 36, PLEASE | 
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Provides Unusual Fitting 
And Style Service 


Ralph W. Merians, of New York City, Finds 
Advertising Essential to Supplement Word-of- 
Mouth Publicity 


*69[F there is something novel about your shoe store, 
it pays to tell the public about it; don’t hide your light 
under a bushel.” 

That is the advice of Ralph W. Merians, who de- 
clares his shoe store on East 57th Street to be the only 
one of its exact kind in New York City. He tells people 
about it in advertisements in evening newspapers and, 
although his store is far on the city’s East Side, cus- 
tomers come from all parts of the metropolis and 
from out of town. 

Merians specializes in fit. He has a deep-rooted con- 
viction that fit is the most important aspect of footwear. 


“Most of my clients are people with normal feet who | 
want to keep them normal and fashionable, too,” says | 


Merians. “As a result, I hardly ever sell a shoe ‘out of 


stock.” A customer selects a smart model and then the | 
shoe is either adapted to the individual foot or a shoe | 


like the model is especially built to compensate for the 
customer’s personal foot peculiarities.” 


The Merians shoe store looks like a specialist’s con- | — 


sulting room, as, indeed, it is. Booths afford customers 
privacy as their foot problems are studied and the 
equipment includes every known measuring and fitting 


appliance that has been found practical by Mr. Merians | 


and his clerks. Each of the latter is specially trained 


by Mr. Merians or a senior salesman before being per- | 


mitted to wait on a customer and, even after that, 
Merians gives personal attention to every new cus- 
tomer. When a physician sends in a prescription for 
an orthopedic shoe, it has to satisfy Mr. Merians, before 
it goes out, that it is just what the doctor ordered. 

“What I really offer is style-conscious ‘custom-fit’ 
footwear at the price of ready-made shoes,” says 
Merians, who has been in business for 25 years. “They 
tell me I have the only shoe store of its kind in the city.” 

Frankly telling the reading public about the feature 
of his business has paid, says Merians. He even adver- 
lises prices and, this July, announced that shoes for men 
and women, formerly $10.50 up, were now $8.50 up. 
Children’s shoes are priced according to size. 

“Every shoe store—for that matter, every other store 
must have something that the other fellow hasn’t got 
if it is to be anything but just another run-of-the-mill 
tore,” said Merians “If it has got something, don’t 
wait for the public to find it out. That was all right in 
the old ‘better mouse-trap’ days. But it won’t do now. 
Tell the people about it! Personally, I consider news- 
paper advertising the best medium to attract more 
business, even though I get many new customers just 
through word-of-mouth advertising.” 








SCHOOL 
OPENING 


BALL-BAND 


The opening of school “rings in” one of the peak seasons 
for profitable promotion of Canvas Sport Shoes. The start- 
ing of gym classes, fall track practice, field hockey, basket- 
ball and other indoor and outdoor sports creates a large 
demand for Canvas Sport Shoes. Then, too, they'll be used 
all fall for every day wear by many boys and girls. Sell 
BALL-BAND Sport Shoes with their correct-fitting lasts and 
their famous Sweat-Proof STA-KLEEN Cushion Insoles — 
and you make sure of satisfied wearers and satisfying 
repeat sales. 

Now is the time to make plans to get these extra fall 
profits. Order Ball-Band Better Sport Shoes right away — 
have them in stock before school opens — display them — 
and cash in on this sure market. Write us today and we'll 
tell you about the line and how we can help you “ring the 
bell” with BALL-BAND. 


Sell them Ball-Band 
Athletic Socks, Too! 


Mishawaka Rubber & Woolen Mfg. Co. 
280 Water Street, Mishawaka, Indiana . 


LOOK FOR THE RED BALL 


BALL:‘BAND 
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ATLANTA, GA. IN 1929 | 
POPULATION IN 1929~-270,000 | 
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S oushern Women Are Fashion-Wise and 


Style-Shoe Minded — Problem, Therefore, 
Is “How to Make a Profit on Perishable 


Merchandise” 


Boot aNp SHoe Recorper Survey of 
Atlanta, the “New York of the South” 


by JOHN F. W. ANDERSON 


ATLANTA, the capital of Georgia, is the commercial, 
industrial and financial dynamo of the Southeast. 

Its superb transportation facilities, both passenger 
and freight—15 railway lines, seven airplane lines, 178- 
scheduled busses in and out of Atlanta daily—plus an 
excellent highway system radiating in all directions, 
make Atlanta the pivotal distributing center of the 
Southeast. 

In fact Atlanta could be called the branch office city 
of America—2500 business organizations have estab- 
lishments in the city for manufacturing or for ware- 
housing and distributing purposes. The branch office 
workers of Atlanta have contributed a steady buying 
power with wage levels showing small fluctuations dur- 
ing the depression. 

A large number of Atlantans buy goods on charge 
accounts and this holds true in the retail shoe business 
as well. In the shoe stores selling below $5 it may be 
said that as a whole the chain stores are strictly cash 
and the independent stores are cash with a moderate 
amount of credit. Above $5, both chain stores and in- 
dependent stores sell shoes on cash and credit with the 
amount of shoes sold on credit increasing in seemingly 
direct proportion with the price of the shoes. The 
amount of shoes sold on credit also varies with the 
level of business prosperity, being high in 1929 then 
’ falling low during the worst years of the depression. 
It is now on the upswing again and is an important 
extra service—especially of the department and inde- 
pendent shoe store. 

The study of the credit situation is more significant 
when one stups to consider that it is the one factor on 
which chain and shoe stores do not agree. The greater 
efficiency of the modern shoe store can in large measure 
be traced to the fact that competition with the chain 


store has forced the independent shoe store to adopt 
more efficient management, merchandising and selling 
methods if they are to exist. The fact that the chain 
store is chiefly on a cash operation basis and the inde- 
pendent store largely sells on a cash plus charge basis 
can in large part be traced to different points of selling 
emphasis. The chain store stresses style and price. The 
independent store bases its consumer appeal in large 
part on style, fitting and service. 


SELLING shoes on credit is a service to the custome: 
which is an important selling point of the independent 
and higher priced shoe store to offset the price appeal 
of the chain store. The credit appeal becomes more 
prominent as the price of the shoe increases. The 
amount of shoes sold at credit may be only 10 per cent 
of total sales in a store specializing in $4 shoes, in- 
creasing to 40 per cent in a $6.50 store and as much 
as 80 per cent in a store specializing in shoes over $10. 

It is practically impossible to compare the amount of 
shoes sold by shoe stores at credit in 1929 with their 
1939 volume—many shoe stores apologetically confess- 
ing that there is no record on their books giving ac- 
curate figures for 10 years ago. Today’s competition, 
however, has forced every store to keep accurate ac- 
counts of its operations. The amount of shoes sold on 
credit has increased over the past few years, but a 
percentage comparison with 1929 is practically im- 
possible. 

In general, Atlanta’s population may be divided into 
several groups. A small percentage of wealthy families 
descendant from the old Southern aristrocracy or rep- 
resentative of the new born industrial expansion in the 
South. A large group of middle class white collar work- 
ers—in business offices, retail concerns, governmental 
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TEN YEARS AGO 


Retail Shoe Outlets in Downtown 
Atlanta—1I929 


. Dixie 
. M. Yudelson—Popular Priced Store 


. Chamberlain, Johnson & Dubose—T. G. Plant 
Co. Dept. $8.50 to $65.00 


4. Newark 
5. 
6. J. N. High, another Plant department. 

- Steele’s All America, medium grade family 


Kinney 


store. 


. Keely, good dept. store with good shoe depart- 
ment 


. Branch of Yudelson’s 

. Berland of St. Louis in Franklin’s 

. Mirror Store, popular priced shoe dept. 

. Hirsch Bros., men’s shoes only in men’s cloth- 
ing store 


. Nisley 

. Byck Bros., High grade family shoe store 

. Paul’s, Paul Berwauld’s Houston $6.00 store 

. Chandler 

. J. O. Steele’s French Bootery, high grade, high 


style 


. Arch Preserver 
. Rich & Bros.—does largest shoe business in 
city 


. L. F. M. Dept. Store 

. Baker’s, one of Edison Bros. stores. 

. Alexander's 

. Freeman, Parker & Law. New Store in Arcade, 


Corrective Shoes. 


. Cantilever 


Thom McAn 

Hambright, men’s shoe dept. in clothing store 
John Bright 

Hanover 

Thom McAn 

Emerson 

Newark 

Shalloway & Co., men’s shoe dept. 

Nunn-Bush Dept. in Parks-Chambers 

Slater’s, popular priced store 

Muse’s, Best clothing store in city, good men’s, 
women’s separate shoe dept. 

Daniel Bros. fair shoe dept. in old fashioned 
clothing store. 


. Byck Bros., branch men’s shoes in Eiseman’s 


Clothing store 


. Regal Dept. in Newman & Holley 

. Emerson 

. Florsheim 

45. Julian Ray's men’s shoe dept. in Pollock & 


Berg. $700 to $15.00 


46. The New store of Hanan & Sons 
47. Chandler’s new store 
48. 


Patrician Dept. in Davison-Paxon Co., medium 


& good men’s, women’s & children’s. 


49. Parisian Booterie in J. P. Allen’s store, high 
grade dept. 


















and professional pursuits. A still larger group of mill 
and agricultural workers. Then the large negro popu- 
lation in agricultural, domestic and unskilled tasks. 

Unless one understands the South, population figures 
do not mean a thing. Nearly every community has from 
35 to 50 per cent negro population. This negro class 
has a very low cash income and purchases of shoes 
retailing over $2 are the exception. The same holds 
true of the lower income white mill workers. A low 
cash income in the South, however, where housing. 
heating, and clothing costs are low, is far less of a hard- 
ship than in the North. 

Wage and hour legislation is bringing about a definite 
grading up of cash income, and in proportion—retail 
shoe sales. Many Atlanta merchants report that this 
Spring they have been selling more better grade shoes. 

In an analysis of Atlanta as a retail shoe market it 
has been necessary to confine our study to the down- 
town shopping center. This area draws most of its 
trade from the upper, middle and lower class whites- 
plus a big influx of neighborhood and out-of-town trade 
from adjoining towns, cities, and agricultural regions. 
For Atlanta is a strong Saturday town and middletown 
America still does most of its shopping on the last day 
of the week. 

In regard to the size of the trading area reached b) 
downtown Atlanta stores it may be said that 414,000 
people live in the metropolitan area and almost 2,000.- 
000 people live within a 100 mile radius. Shoe store- 
and department stores draw people from a much greate: 
distance than for food, household supplies and man\ 
other commodities. When people want wearing appare! 
they prefer the big city stores. This is becoming in- 
creasingly true today in America as the average woma): 
is developing an acute style consciousness. 

Formerly the small town woman could buy adequat: 
shoes and clothing in her local store. Today, with th: 
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broadening of her fashion outlook through newspapers, 
magazines and movies, the small town shopper is find- 
ing the stock and styles of the small town store inade- 
quate for her more fastidious tastes. 

In regard to styles, Atlanta is proudly, and is truly 
called “the New York of the South.” When the Dutch 
Boy shoe was introduced in New York in the morning, 
it was on the streets of Atlanta, figuratively speaking, 
in the afternoon of the same day. 


On the beauty side Atlanta rates particularly high, 
being famous for its Southern belles. Particular em- 
phasis is placed on its glamor appeal due to the in- 
fluence of the book “Gone With the Wind”—the “lady” 
period is evidently coming in again. 

[TURN TO PAGE 38, PLEASE] 


CONCLUSIONS BASED ON ATLANTA 
SURVEY 


(1) Talk the customer’s language. As a mer- 
chant you buy “Spring shoes’ and “Fall shoes,” 
but the customer buys a pair of suede shoes to 
go with a certain dress, spectator shoes to go to 
football games, etc. The above conclusion is 
based on the experience of white shoes in Atlanta. 
Trade talk has it that you’ve got to sell white 
shoes before Easter. This year none was sold 
before Easter, and whites are in demand even 
now. 

(2) More business does not come through 
more lines, more styles, and more price groups, 
but rather through practical merchandising 
methods, sound accounting, watching inventory, 
taking discounts, store personality; in other 
words, running a business, holding old custom- 
ers, making new ones and keeping alert. 








TODAY 


Retail Shoe Outlets in Downtown 
; Adanta—I939 


1. Dr. Parker’s Health Shoe Store—(M. & W. 


Orthopedic) Dr. Parker, prop. 


. J. P. Allen & Co. (Dept. Store)—B. Terry, 


buyer. Stetson, Andrew Geller, Arnold, etc. 


. Regenstein’s Peachtree Store (Women’s Spe- 


cialty)—Foot Delight, Pandora, etc. 


. Thompson, Boland and Lee—Opened in July- 


O. Thompson, prop. 


. Davison-Paxon Co. (Dept. Store-Family) I. 


Miller, Red Cross, Selby, Air Step, Naturalizer, 
Physical Culture, etc. 


. Chandler’s Boot Shop (W.) P. L. Rateau, mgr. 
- Hanan & Son (M. & W.) F. M. Stevens, mgr. 
. Connie’s Shoe Store (W.) F. Lawrence, mgr. 

. De Foor & Austin (Men’s Clothing) Bostonian, 


Austin, etc. 


. Lew Adler (Men’s Clothing) French, Shriner & 


Urner. 


. A. L. Zachry Co. (Men's Clothing) P. Ballenger, 


mar. Nettleton. 


. Thom McAn (M. & Boys’) M. E. Seay, mar. 
. W. L. Douglas (M.) D. A. Sharp, mgr. 

. Steining & Collette (M.) Jarman. 

. Regal Shoe Store (M.) R. C. Walker, mar. 


Roy Logan (M.) J. A. Curry, mgr. 


. Bob Young (M.) Bob Young, prop. 

. Hanover Shoe Store (M.) G. Hammond, mgr. 

. Florsheim Shoe Shop (M.) 

. Parks-Chambers, Inc. (Men’s Clothing) L. M. 


Anderson, mgr. Nunn-Bush Dept. 


- Health Spot Shoe Store (Family orthopedic) 
. Geo. Muse Clothing Co. (M. & W.) J. S. 


McBride, buyer. 


. Thom McAn (M. & Boys) P. O. Ard, mgr. 
. Slater’s (M.) 
. Camp & Eason (Men's Clothing) R. Camp and 


T. Eason, props. Mansfield Shoes. 


. Thom McAn (M. & Boys) C. W. Emanuel, mar. 
. G. R. Kinney Co., Inc. (Family) 
. Hanover Shoe Store (M. & Boys) D. W. Evans, 


mgr. 


. Hyde-Lowe Shoe Store (M.) W. L. Lowe, prop. 
. Dr. Bender’s (Family orthopedic) 

. King’s Bootery (W.) 

. Fifth Avenue Slipper Shop (W.) S. Sissleman, 


mgr. 


. Burt’s (W.) W. L. Randolph, mgr. 

. Three Sisters (Women’s Specialty) 

. Nisley (W.) E. W. Leake, mgr. 

. The Mirror (Women’s Specialty) 

. Hirsch Bros. (Men’s Clothing) 

. Regenstein’s Whitehall (Women’s Specialty) 
. Brooks Shoe Store (W.) V. Silverman, mgr. 
. H. Kessler & Co. (Dept. Store-Family) 

. Star Shoe Store (Family) Mr. Yudelson, buyer. 
. J. M. High Co. (Dept. Store—Family) 

. Baker’s (W.) M. Kessler, mgr. 

. Burt’s (W.) W. B. Crunbley, mgr. 

. G. R. Kinney Co. Inc. (Family) 

. Reeds Shoe Store (W.) B. Landau, mgr. 

- Saul’s, Inc. (Dept. Store—Family) 

. Kline’s Dept. Store (Family) 

. Edwards Shoe Store (Family) 

. Clark’s Sample Shoes (W.) Mr. Leo, mgr. 

. M. Rich & Bros. Co. Dept. Store (Family) 














full brogue with large half round pink- 
ing and full perforations. On such a 
shoe it is seen to best advantage since 
its pick-up on the sides of the pinking is 
exceptional. The other important news 
in antiquing’ is the use of stain on 
what appears to be a light weight and 
very light colored cordovan. This gives 
a China-like surface and is good on 
both full and custom brogues. 

Last Spring we told you about the 
acceptance of half double soles with 
extreme extensions in sport shoes in 
parts of the country in which such 
allegedly extreme styles never had the 
ghost of a chance. Now, that too was 
news and this acceptance is reflected 
right across the board in almost every 
grade. It is the custom note of the new 
season and it is important. It, and the 
fact that lighter stitching on welts, and 
sometimes actually double rows of this 
light stitching make the welt, exten- 
sions and spades the center of interest 
in Fall shoes. This is interesting and 
refreshing as a relief from some of the 
monotonous edge trims of the past sea- 
son which rested too heavily on novelty 
welts and runarounds to create appeal. 


Enter the Classic and Simple 


[CONTINUED FROM PAGE 19] 





MERCHANDISE SOURCES 
For shoes on pages 18-19-20 : 


Page 18, in circle, clockwise begin- 
ning at ef circle: Florsheim Shoe 
Co.; Win p Shoe Co., Division of 
International Shoe Co.; Walk-Over shoe 
from Geo. E. Keith Co.; Stacy-Adams 


Page 19, top of page, left to right: 
shoe from Brown Shoe Co.; Jar- 
man Shoe Company, Division of Gen- 


eral Shoe Corporation, and Friedman- 
sonny as Co., branch International 


Bottom of e, left to right: James 
A. Banister fo. M. A. Packard Co.; 
James A. Banister Co. Lower righi 
hand corner of photo, Nunn-Bush Shoe 


Page 20, top of page, left to right: 
Douglas Shoe Co.; Roblee shoe from 
Brown Shoe Co.; Freeman Shoe Cor- 
genet in circle, top, Holland-Racine 

oes, Inc.; below, Florsheim Shoe Co.: 
bottom of page, clockwise, beginning at 
lower left: Cole, Rood & Haan Co.; 
Jarman Shoe Company, Division of Gen- 
eral Shoe Corporation; Nunn-Bush Shoe 
Co.; Nunn-Bush Shoe Co. 





Paris Takes to Color 


[CONTINUED FROM PAGE 15] 


tilly and elsewhere, with white tailleurs 
and frocks. 

Among the most striking color asso- 
ciations was the occasional getting-to- 
gether of sky blue with deep wood- 
violet purple. The purple appeared in 
suede shoes and gloves, in straw or 
velvet hats, and in other accessories. 
Princess Faucigny-Lucinge, for the 
Drags luncheon at the Georges V, dar- 
ingly accented wine red with lemon 
yellow. Her red organdie dress was in- 
set with large ovals of yellow lace in- 
sertion. Her pumps were red suede 
with small detail of front trimming, her 
beret a new draped model in wine red 
velvet. 

Interesting was a trend to limit cos- 
tume contrast to two accessories only. 
In these instances, the footwear match- 
ed the frock, the suit, or the ensemble. 
With a white marocain dress noted, the 
two spots of color were royal blue in a 
big velvet hat and a large envelope 
purse of moire. The white pumps were 
antelope, treated to cut-outs and a 
scalloped top. 

Twin notes of powder blue showed up, 
in a drooping ostrich feather and in 
long suede gloves, with a black crepe 
frock and ankle-strapped sandals of 
black suede. Black footwear again in a 
black ensemble highlighted with cycla- 
men hat and belt. 

Floral printed frocks usually called 
for accessories in one of the print col- 
ors. A novel combination was noted 
[TURN TO PAGE 38, PLEASE] 


Custom Effects 
[CONTINUED FROM PAGE 20] 


growing vogue for black, an important 
custom note. 

A word too about Bluchers. Many of 
our better retailers have been doing a 
steady, even job on this important pat- 
tern for some time. This year clever 
detailing of shoes like those in the 
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Watch These Recorder Issues: 


July 22—“Now, all together—start the bal! 
a-rollin’”—How to handle a co-opera 
tive promotion successfully. 


August 5—“Hit the Headlines with Natio: 
al Men’s Shoe Week”—publicity stunt. 
and advertising ideas. 


August 19—“Dramatic Display for Natio: 
al Men’s Shoe Week”—including an 
nouncement of Recorper prizes for 
best window displays. 


A complete plan for a big event in your 
town. 










lower photograph gives you an oppor 
tunity to sell them to your smartest 
customers. And a working knowledg:« 
of their superior fitting qualities is a 
way out when you are confronted with 
the problem of fitting a custom brogue 
to a man with a high arch and long 
forepart to his foot. If you will give 
Bluchers an even break with other pat- 
terns in your promotion and display 
this Fall, it is a safe bet that you will 
sell many more pairs of them. 





Casual Types in Men’s Shoes for Fall 





Two smart moccasin patterns for Fall. Top, E. T. Wright & Co. 
Bottom, James A. Banister Co. 
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STRENGTH OF FIBRE 


THE FIBRE CONTENT OF 
KISTLER ‘“‘BENCH BRAND” 
SOLE LEATHER RUNS 
NEARLY PERPENDICULAR 
AND HAS SOLIDITY AND 
STRENGTH LIKE DURABLE 
TIMBER. 


ae 


CREASED BY THE KISTLER BARK- 


TANNING PROCESS. 





In demonstrating the fibrous structure of “BENCH BRAND” Sole 
Leather by-comparing it with heavy timber, we dramatically reveal 
but one of a number of characteristics which place this sole leather 
in a class by itself. 

When you consider that this fibrous structure to which we refer, 
is more compact in a nine iron “BENCH BRAND” sole than you 
will find it in some ten or eleven iron soles, you gain a further idea 
as to why this sole leather ranks so highly. You thus get more 
leather but less bulk. 

Our care in selecting hides, our long-time-bark-tanning methods, 
our processes of finishing, avoids the necessity of special treatment 
to increase wear or moisture resistance. When we offer Kistler 
“BENCH BRAND” Sole Leather to shoe manufacturers it is ready 
for all kinds of service. Actually, it is the toughest and most eco- 
nomical leather for men’s outsoles. 


a | Sly ee 
CHIN EF Ml 


yt {J _|- BOSTON- MASS -[_—_1_7 7 Ft 


————— WESTERN DEPARTMENT IN CHARGE OF BERTRAM URBAN. 1012 NORTH THIRD STREET, MILWAUKEE, WISCONSIN 
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Charlotte Exhibitors Chalk 
Up Record Business 

CHARLOTTE, N. C.—The 70 exhibitors 
at the semi-annual Charlotte Shoe 
Show, held July 9-12 at the Charlotte 
and Selwyn Hotels, in Charlotte, N.C., 
did a record business in marking up 
the orders, despite the fact that black 
is the predominant color predicted for 
Fall, therefore decreasing the volume 
of sales of colored shoes. 

One exhibitor reported the sale of 
11,000 pairs of shoes the first after- 
noon, and one of the 700 buyers who 
came from all over the Southeast to 
see the displays of the new Autumn 
styles came away with $10,000 worth 
of shoes to start his Fall season. An- 
other bought $5,000 worth of stock. 

Al Bechtold, manager of the show 
which was sponsored by the Southern 
Shoe Travelers’ Association and the 
Charlotte Chamber of Commerce, said 
that this fair was an assured financial 
success, and also declared that the as- 
sociation members were discussing 
plans to set up a benefit fund for shoe 
men, according to the surplus money 
obtained from the event. 

Other officers of the association in- 
clude Jack Croner, president; C. A. 
Daniels, vice-president; C. W. Smith, 
secretary; R. R. Faircloth, show chair- 
man; Frank Bognovitz, publicity; D. 
P. Headon, E. C. Caldwell, Red Mor- 
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gan, Sam Lampert, Mortie Cohen, J. 
P. Headon, Paul Shalto and Si Marks 
of the entertainment committee. 

The outstanding feature of the new 
Fall shoes, as displayed at the show, 
is the tailored appearance of most of 
the footwear and its freeness from the 
eccentricities. that characterized the 
Spring styles. 

A popular creation in the oxford line 
was the new “blimp.” 

Brown shoes were relegated to the 
background due to the exceptional fa- 
voring of the blacks. 

Other colors, such as wine, green and 
blue, were also definitely behind. Suedes 
led the materials picture by far. 

During their visit to the show, the 
shoe men were entertained with a dance 
Monday evening, July 10, at the Char- 
lotte Hotel, and a stage show and dance 
Tuesday night at the same place. A 
group of New York entertainers pre- 
sented a program for the visitors at 
this time. 

Mr. Faircloth, show chairman, re- 
ceived numerous requests from ex- 
hibitors for reservations for a similar 
show to be held early next year, when 
Spring and Summer lines will be 
shown. Mr. Bechtold declared he was 
confident that the early 1940 show will 
bring together a larger number of 
exhibitors than were listed for the July 
show, which exceeded the number re- 
ported for any previous shoe show here. 





Now, All Together 


[CONTINUED FROM PAGE 17] 


you will be ready to have the G. C. 
select chairmen for the various com- 
mittees needed, together with their as- 
sistants, and have actual work get 
under way at once. Even where only a 
few stores participate, an orderly plan, 
with definitely assigned duties for vari- 
ous persons, is important to the success 
of the promotion—take it from one who 
has carried out successful cooperative 
_ promotions in small towns! 

The following group of suggestions 
will serve as a basis for your coopera- 
tive program for National Men’s Shoe 
Week: 

Styles, colors and leathers featured 
by ALL stores for the Fall season 
should form the background for the 
campaign, including articles on style, 
advertising, window displays. Get to- 
gether on NAMES for COLORS, to 
prevent confusion among men. Let the 
novelties carried by individual stores 
be subordinated to the predominating 
styles during the campaign. Give men 
a clear style guide to follow for Fall. 
There will be individuality for each 
store in their various adaptations of 
the major style trends. 

Ads, editorials and displays should 
play up the wardrobe idea—what the 
well dressed man will wear. The 
_paper(s) can be supplied with facts or 


complete write-ups for the style editor. 
Better still is the development of a 
feature that will make the news col- 
umns, such as “Men and Women differ 
on shoes men should wear—Committees 
of five well-dressed men and five well- 
dressed women select typical Fall shoe 
wardrobes for men.” The idea being to 
invite five well-known, well-dressed 
men, and a similar group of women to 
make their “typical shoe wardrobe” 
selections from a collection of Fall 
styles from all participating stores; 
identification marks concealed. Have 
pictures with the news story. Suits 
representing each wardrobe division can 
be borrowed. 

Having the Mayor to open the event 
is good publicity. Speakers at club 
luncheons and similar gatherings will 
help. So will radio talks. A film show- 
ing the well-dressed man in new Fall 
clothes, with comment on his shoes, 
can be made for release to local movies. 
The inquiring reporter can get interest- 
ing opinions from the man in the street, 
particularly those he sees looking at 
the various windows. Contest for the 
selection of best dressed man will create 
interest. 

Advertising space should be pledged 
at first meeting so that definite arrange- 
ments can be made, and the cooperation 


Wizard Announces Change 


In Corporate Name 


St. Louis, Mo.—The Wizard Com- 
pany of St. Louis, manufacturers of all- 
leather arch supports and makers of 
Trimfoot, well known metatarsal insole, 
have just announced a change in their 
corporate name from “Wizard Com- 
pany” to “Trimfoot Company.” 

Shoe dealers all over the world have 
known the Wizard Company as makers 
of Wizard Arch Builders with pat- 
ented overlapping pockets which give 
an instant adjustment to comply with 
the individual requirements of the par- 
ticular foot being fitted. Nevertheless, 
many dealers have been referring to the 
company as the “Trimfoot Company,” a 
name derived from the national accep- 
tance of the famous Trimfoot Metatar- 
sal Insole. 

After several months of survey 
among both consumers and dealers, the 
company’s directors decided that be- 
cause of the meaning of the word 
“Trimfoot” to thousands of people al! 
over the world, they could better de- 
scribe the purpose of the company’s ex- 
istence by having it known as the 
“Trimfoot Company.” This change is in 
name only. The Trimfoot Company wil! 
continue to manufacture Wizard Arch 
Builders, Trimfoot and all foot rem- 
edies as well as Baby Deer Shoes. 


of the paper solicited. You will know 
at once whether a special section, a 
page or double-page spread or smaller 
space is practical. In most cases, a 
series of pages incorporating ads and 
editorial matter is best, the expense 
being prorated according to ad-space 
taken. 

Direct mail can include a short letter 
or even a post card that the clerks can 
sign and send to their customers, with 
a folder giving style information and 
a list of the participating stores. In- 
dividual stores can give prizes to sales- 
people doing the most business, or per- 
haps increasing their own sales aver- 
ages throughout the event. Ribbon 
badges — blue on orange—for sales- 
people can read “National Men’s Shoe 
Week—A man is as smart as his shoes.” 
Salespeople should wear new Fall 
shoes; in fact they should be well shod 
at all times, and stores will find it 
worth while to help them to do so. 

Colors for the event are brown, and 
orange on a tan ground with an accent 
of bright blue. A splendid tie-up can be 
gained by using them for posters, ban- 
ners, showcards, window displays and 
store decorations. The simple designs 
suggested can be made inexpensively 
at local sign or printing shops. 

In boyhood days you may have rolled 
snowballs. One lad alone (unless he 
was pretty big) couldn’t get very far, 
with all his pushing, but when we all 


-pushed together—boy! National Men’s 


Shoe Week is just like that. 








ARGH SHOESAN THIS FAST MOVING, HIGH 
OW STYLED LINE OF $5 AND.S5.50 RETAILERS 


@ & Theseare the Stars of the 
ag Stars! Heel Latch Shoes are 
the. Specialty line of Star 
Brand Shoemakers. Styled to 
sell, Fashioned with the ex- 


clusive hidden Heel Latch eo 


Siadiwich i feature that adds support Alamo Bro 


own Calf. Fe 
b38 and locks the heel in place, or Black 


these are the shoes with sell- 
ing pdints galore: And at 
$5 and $5.50'You're right in 
Rieke. Investigate the Heel 


~~ Latch line. ai 


a NATIONALLY ADVERTISED IN 
LEADING STYLE MAGAZINES 


S parton 
Two-tone Tan Calf. 


teL LATCH ARCH SHOES 
OR ADDED SUPPORT failorea types.. basic shoes for a 
merchandising operation. Built-in steel shanks or cookie insoles. ™ NS 


BERT IOHNSON « RAND Branch of International Shoe Comnanv ™ | 
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SOME FEATURES SHOW WHY 


ro-fek-tiv Shoes 


HELP NORMAL FEET GROW NORMALLY... 














| AND ARE TRULY 







“THE SHOES OF TOMORROW—TODAY" 
































but there are other features, equally as important, that are not S 
apparent to the casual observer. . 
Among them is the inside wedge, hidden in the heel to help prevent 
pronation. The last is built especially to carry this wedge. The 
wedge itself can be increased or decreased by any repair man to fill 
a doctor’s prescription—without affecting the tread of the shoe or § 
its function. 
The effect of this wedging is shown in the illustration above. You “THE 
can see also why Pro-tek-tiv Shoes use right and left quarter patterns. News 2 
These may be mere detaile—but there are twenty of them which ABouT * 
make shoe history in Pro-tek-tiv Shoes. SHOES” we 
in 
Send for our book “The Shoes of Tomorrow—Today.” Read for M. 
yourself the whole story and see the . 
an 
26 STYLES CARRIED IN STOCK 
bre 
abl 
Pro-tek-tiv shoes are sold only on a dealer protection basis. ‘ 
bor 
the 
me 
rea 
for 
Ww. 
tre: 
READING, PENNSYLVANIA a 
I 
a at 
Sell Handbag maker bag, given a new look this season over-the-shoulder handle can be short- pla 
preshomis FROM PAGE 26) with unusual and very decorative ened to fit the wrist. We can see this ow 
frames and fastenings. Gold is the bag coordinated with any number of the ~~ 
trimming ideas from shoes so that the favorite material, although plastics are new campus play shoes. This same en- . 
coordination is net too obvious. As also used. A new metallic composition te?prising bag house has also brought ™ 
one manufacturer said, if a woman has has been recently patented and is shown out a velveteen bag which is very lovely t ~ 
a bag that follows very closely the on one of the bags illustrated. It can jn giowing colors. i. 
treatment of the shoe, she is apt to be made in different colors to blend Cocktail and dinner bags in faille b 
think that she can carry that bag only with the bag colors—blue, green, ete. 3. and moiré -_ : 
— she wears that particular shoe § Frames are very important this year oe 7 ane nS acoriy all ‘- 
is inclined to buy some other bag and the interiors have received an un- black brightened with gold or an a sity 





instead which will be adapted to sev- usual amount of attention. A “Back ‘a 

eral pairs of shoes. to School” series made in plaid fabrics ‘ion@l marcasite clasp. They will be 

More important than trimming de- and felt has a section under one of the Perfect with the black satin, faille, 

is the general silhouette, and here flaps which is devoted to space for pad, Crépe or moiré dinner and cocktail shoes 

market offers a wide choice. pencil, etc., and should be the college (frequently gold-trimmed) which are 
dress- girl’s pride and joy, particularly as the now on the market. 
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THIS WEEK IN THE 


SHOE TRADE 


SNE WS 


Saturday, July 22, 1939 


National News 





Summer Stocks Moving Well in Midwest 





St. Louis and Surrounding Markets Doing Active Business 
On Whites—Early Fall Styles Meet Good Response 


St. Louis—That mid-Summer selling 
interest can be aroused in blacks, blues 
and browns in straps, pumps and ties, 
was proved, recently, with the success- 
ful sale of more than 500 pairs of 
women’s shoes in the models mentioned 
in the Jay Sherman Shoe Store, 7358 
Manchester Avenue, Maplewood, Mo. 
Big leader in the men’s shoe selling 
for the Summer season has been brown 
and white, followed by blues and white 
and all-white. Early promotiqn was put 
on men’s dress oxfords in black and 
brown for Fall and was accepted favor- 
ably by the St. Louis County trade. 

Out in Webster Groves, Mo., a neigh- 
boring suburb, all-white proved to be 
the top seller in men’s oxfords, while 
men’s white saddle sport oxfords saw 
ready action on the purchasing front 
for the Thurmond Shoe Store at 105 
W. Lockwood Avenue. Women’s ex- 
‘treme and novelty shoes in white were 
popular and pointed to steady Summer 
selling of this type. 

In Maplewood, Mo., Seliga Shoe Store 
at 7160 Manchester, has ambitious 

ans in line for a move to a better 

in Maplewood some time in 
August, but is continuing to make a 
steady Summer special of juvenile sport 
oxfords and knockabout shoes. The 
duo-tone men’s shoes are out in front 
for Summer activity, and some notice 
is being given to women’s toeless as 
well as backless shoes, especially in 
the Summer numbers. 
*. Cite, into another suburb—Univer- 

, boasting some 32,000 popula- 
tion—found the Lasky Shoe Store fea- 
turing and securing a steady demand 
on soft and spring crepe soles in men’s 
shoes. Earlier closing hours have been 
@nnounced in the store and increased 





Dates to Remember 


Monthly Shoe Buyers’ Day, Chicago 
Shoe Travelers Association, Hotel 
Morrison, Chicago, Ill..July 24, 25, 1939 

Buffalo Shoe Travelers Style Show, 
TE. . cesdivas August 6, 7, 1939 

Annual Convention, New York State 
Shoe Retailers Association, Hotel 
Seneca, Rochester, N. Y. 

September 10, 11, 12, 1939 

Official Opening of American Leathers 
and Style Conference for Spring, 
1940. Waldorf-Astoria Hotel, New 

September 18, 19, 1939 

National Industrial Stores Associa- 
tion Convention, Lord Baltimore 
Hotel, Baltimore, Md. 

September 25, 26, 27, 1939 

Shoe Manufacturers Spring Opening, 

E. A. Richardson, Manager, Hotels 
New Yorker and Pennsylvania, New 
York City ...December 3, 4, 5, 6, 1939 

National Shoe Fair, Hotel Stevens, 

Chica Jan. 2 to 5, 1940 





business has allowed the store to open 
a parking lot adjacent to the building. 
Remarkably brisk buying in genuine 
baby alligator shoes at Sonnefeld’s 
Women’s Shoe Department, 610 Wash- 
ington Avenue, St. Louis, was regis- 
tered, and brown led slightly over the 
black numbers. The shoes were offered 
at $8.75, and their early purchasing for 
Fall wear indicates a good shoe market 
in the retail area for the coming season. 
Famous-Barr Co.’s Sorority House 
women’s shoe department, with its fa- 
mous shoe. slogan of “Majoring in 
Fashion and Value,” stepped out neatly 
- [TURN TO PAGE 43, PLEASE] 


Veteran Traveler Celebrates 


50th Anniversary 


Cuicaco, ILL.—July 17 was an im- 
portant day in the lives of Charles W. 
Evans, past president of the National 
Association of Shoe Travelers, and his 
wife. On that occasion the couple cele- 
brated their 50th wedding anniversary. 
They were presented with a gold cream 
and sugar service by the Chicago As- 
sociation, of which Mr. Evans is also 
a past president. Mr. Evans, who has 
been seriously ill during the past year, 
is slowly recuperating. 


Canadian Production Shows 
15 Per Cent Gain 


MONTREAL, CANADA — Production of 
Canadian leather footwear in May 
amounted to 2,038,517 pairs, an in- 
crease over the preceding month of 
263,939 pairs, or 15 per cent, and an 
increase over May, 1938, of 114,744 
pairs, or 6 per cent, according to the 
Dominion Bureau of Statistics. During 
the five months ended May 31, output 
was 9,399,098 pairs, compared with 
9,232,085 pairs in the same period, 
1938. 

Exports of Canadian-made leather 
footwear amounted to 29,323 pairs 
valued at $62,472, compared with 26,- 
430 pairs valued at $64,053 in May, 
1938. 

Imports in May totaled 155,906 pairs 
valued at $205,007 against 73,282 pairs 
valued at $119,987 in April and 78,518 
pairs valued at $111,598 in May, 1938. 


Philip Aronov Buys 
Los Angeles Business 


Los ANGELES— Philip Aronov, for- 
merly of the Athletic Shoe Company 
and the B & B Shoe Company, both of 
Chicago, has bought all the stock of 
the Los Angeles Shoe Manufacturing 
Company from its former owner, 
Thomas Roopenian. 
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We made a fashion survey of Peach- 
tree Street and, by the way, not a peach 
tree did we find on its entire length. 
When it comes to peaches we found one 
to every two feet. Beauty, therefore, 
must be served with beautiful shoes. 

As one department store buyer said, 
“The Atlanta woman has become ter- 
rifically style conscious—and by style 
conscious I mean New York style con- 
scious. Formerly, when we were order- 
ing our next season’s shoes we followed 
fashion dictates of St. Louis, Chicago, 
Detroit and other active markets, but 
now the latest styles al] seem to come 
from New York, and particularly, up- 
per Fifth Avenue.” Unfortunately you 
can’t merchandise with the gambler- 
instinct shoes in sizes without a large 
traffic—and Atlanta is not New York. 

How does the Atlanta: retail shoe 
market of today compare with that of 
ten years ago? 

Here is the picture in brief: 

In 1929 there were 49 retail shoe out- 
lets in downtown Atlanta. 

Of the 49—10 independent shoe stores 

25 chain shoe stores 
5 department stores 
9departments in men’s 
clothing or women’s 
specialty stores. 


Of the above 49—24 are no longer 
in business, have moved, or reorganized 
under a different name, viz: 

7 independent shoe stores 
12 chain shoe stores 
2 department stores 
3 departments in men’s clothing 
or women’s specialty stores. 


In Atlanta today there are 51 down- 
town retail shoe outlets: 
10 independent shoe stores 
24 chain shoe stores 
7 department stores 
10 departments in men’s clothing 
or women’s specialty stores. 


As a comment it might be said, that 
as averages go, the number of failures 
is not great and the number in each 
group of stores is in about the ex- 
pected proportion. As one prominent 
retailer has said, “When you study the 
retail shoe picture in an average city 
you can pretty well tell which stores 
will be prospering ten years hence and 
which will be numbered among the 
failures”—the success vitamin is vital- 
ly visible. 

What is the general picture of At- 
lanta shoe retailing today? 

Strange as it may seem for a city 
of its size, Atlanta is a one-street shoe 
town with practically all of the shoe 
business located on Peachtree Street 
and its extension Whitehall Street with 
the single exception of Rich’s depart- 
ment store on neighboring Broad 
Street. 

Rich’s is one of the largest shoe 
businesses in the South—doing a shoe 
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The Changing Pattern of Shoe Retailing 


[CONTINUED FROM PAGE 31] 


business estimated at about $1,000,000 
annually. (Which puts Rich’s in that 
small company of shoe stores in Amer- 
ica that can be counted on less than 
two pair of hands as being in the $1,- 
000,000 shoe class at retail.) 

If you will study the map, you will 
notice that ten years ago most of the 
shoe stores were located to the area 
which would be frequented by customers 
trading in Rich’s area. Then there was 
a growth of the better grade shoe busi- 
ness on upper Peachtree Street, led by 
J. P. Allen’s, Davison-Paxon’s, Regen- 
stein’s. Soon the small specialty stores 
began to follow suit and we noticed a 
movement of shoe stores up Peachtree 
Street. Suddenly, however, we noticed 
a peculiar development. The influence 
of Rich’s proved to be too strong, and 
in recent years there has been a grad- 
ual movement of shoe stores back down 
Peachtree and Whitehall Streets into 
the general shopping area near Rich’s. 

Roughly, Atlanta may be divided into 
three general areas. Whitehall Street, 
south of Marietta Street—chain stores, 
chiefly specializing in women’s shoes— 
and Rich’s—main floor and basement 
department, chiefly medium priced fam- 
ily shoes. 

Peachtree Street, north to Carnegie 
Street—chiefly men’s shoe stores and 
men’s clothing stores with better grade 
sales led by Muse’s clothing store with 
men’s and women’s shoes. Atlanta is 
a strong men’s clothing store city and 
these stores have most of the better 
men’s shoe business. 

Upper Peachtree Street—with the 
before mentioned store leaders and 
catering to the high grade and high 
style women’s shoe business of Atlanta. 

When we have compared a few more 
cities we will be better able to gage 
the relative volume of business in 
cities relative to population; of stores 
in terms of number of full time clerks, 
visible stock and reserve, storage and 
lines carried, measured against aver- 
age turnover. All of these factors be- 
ing measurement points to arrive at 
approximate amount of business with- 
out being unduly inquisitive to ask the 
merchant pointblank his total volume 
(concerning which, by the way, shoe 
merchants are usually reticent). 

We made a mammoth work sheet 
covering the downtown stores of At- 
lanta and reached the conclusion that 
approximately $3,500,000 worth of 
shoes were sold in these 51 stores in 
1988. The majority of this is in sales 
of $4 shoes and under. However, in 
women’s shoes there is a strong field 
around $6.50 led by Davison-Paxon, 
Regenstein’s, and Rich’s and a good 
business at $8.75, and over $10 led by 
J. P. Allen, Muse’s, and Davison- 
Paxon. 

In men’s shoes the chain and depart- 
ment stores monopolize the business be- 


low $4, with a few supporting inde- 
pendent stores. Above $5 men seem to 
prefer to trade for their shoes in cloth- 
ing stores, which in Atlanta are in 
abundance, well run; and fairly wel! 
stocked. Independents and higher 
priced chains also compete for this 
business. 

In conclusion it might be said that 
Atlanta is a good shoe market. With 
the exception of the low priced stores 
on Decatur and Peters Streets, cater- 
ing to negroes and poor whites, th« 
shoes sold are of good grade, good qual- 
ity, and of especially good style. 

The city itself is a delightful place 
in which to live and work. The climate 
is excellent, averaging 61 deg. through- 
out the year, and with an altitude of 
1050 feet, heat prostrations are un 
known. The streets are paved and well 
kept and the stores are as modern as 
in any northern city. Shoe fitters are 
experienced and their cheery greeting 
to customers, one and all, quickly con- 
vinces any observer that they are more 
interested in creating a satisfied cus 
tomer who will return again rather 
than the commonly observed big cit) 
tendency to “get the shoe on the foot, 
the customer out of the store, and the 
money in the cash register as soon as 
possible.” 


Paris Takes to Color 


[CONTINUED FROM PAGE 32] 


in a white crepe printed in light and 
dark blues, where the dark blue repeated 
for hat and sandals, the light blue for 
long suede gloves. Seldom now are 
short fancy gloves paired off with short 
sleeves, but classic suedes in eight or 
ten button length are the smart thing. 

Shoes Madame Agnés wore at Auteuil 
were original. They were made of blue 
and white print matching her frock, 
were flat-soled sandals, absolutely heel- 
less, and were tied on with self mate- 
rial. 

Throughout these gala days, pumps 
registered growing importance, often 
with some cut-out pattern on vamp or 
with a perforated dot design. Plainer 
pumps had some simple trimming at the 
throat. Sandals were frequently cross- 
strapped across the instep, or strapped 
high around the ankle. Some center 
straps were also seen. 

High-fronted or montant styles in 
shoes had quite a following, sometimes 
cut high, sometimes trimmed high with 
fancy tongue or other decoration. Escap- 
ing toes and heels were also in the order 
of the day. Sabots, platform and other 
thick-soled styles were in the minority 
but nevertheless on view. 

There were lots of bows on shoes, 
leather and other kinds, some of the 
leather ones in contrasting color with 
the rest of the shoe, and draped and tied 
like a widish ribbon. 
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Leather. Soles 


A FEW CENTS 
invested in 
LEATHERPLUS 

SOLES. 


satisfaction. 


Fiad out about this extraor- 
dinary sole. 


Write 


VAN TASSEL LEATHER CO. 
NORWICH, CONN. 
mokers of VAN TAN innersoles 











W. M. Tharp Appointed 
Eastern Representative 

New Yorx—wW. M. Tharp has been 
appointed eastern sales representative 
for California Casuals, Inc., to cover the 
Atlantic seaboard from Virginia, north. 
His address will be at 611 Marbridge 
Bldg., this city, in the same quarters 
eccupied by Joyce, Inc., of Pasadena; so 
that the new men’s line of Cool-ees, 
playshoes and slippers can be handled 
from the same headquarters as the wo- 
men’s. 

Mr. Tharp is well and favorably 
known to the eastern shoe trade. After 
leaving the retail shoe business as buyer 
for Wanamaker’s in New York City, he 
represented the Green Shoe Manufac- 
turing Co., and Fargo-Hallowell Co. on 
the road. 

His experience should make him an 
ideal representative for California Cas- 
uals, Inc., who are introducing a new 
line of men’s casual and leisure time 
footwear. 


Arnold with 


Kane, Dunham & Kraus 


Sr. Louis, Mo—Ernest Arnold, one 
of the best known traveling salesmen 





Manufacturing Company, recently 
joined the sales force of Kane, Dunham 
& Kraus of St. Louis. Mr. Arnold will 
continue to cover the Southeast. 





Tanners Form Shoe and 


Leather Institute 


New York—Several leather firms, 
all licensees of the Sanitized process in 
leather used in the manufacture of 
shoes, garments and accessories, have 
recently joined to form a new 
association, namely the Shoe & Leather 
Institute, Inc., whose chief functions 
will be the education of the industry 
concerning the Sanitized process and 
the control of its use by shoe manufac- 
turers. 

The Institute has also formulated a 
standard for footwear made with this 
processed leather, and will license shoe 
manufacturers to use the stamp, “San- 
itized.” 

The organizers of this group felt 
there was a definite need for such an 
association in order to coordinate their 
efforts, to gather and disseminate in- 
formation and to see that the high 
standard set for Sanitized shoes is ad- 
hered to. 

Membership in the Institute is at 
present made up of the Frank C. Dono- 
van Co., Mitchell & Pierson, Inc., the 
Ohio Leather Co., John R. Evans Co., 
and Richard Young Co. Also Amer- 
Whitely, Ltd., and Donnell and Mudge, 
Ltd., of Canada. However, any tanner 
who may in the future be licensed to 
use the Sanitized process in materials 
for the shoe industry will be automa- 
tically admitted to membership. 

The Institute maintains executive of- 
fices at 128 West 3lst Street, New 
York, and, progressing along the func- 
tional lines as outlined, plans an 
extensive promotional and publicity 
campaign in the trade and among 
consumers. 


Retailers Form Trade League 


New YorkK—-A group of shoe re- 
tailers in this city recently joined in 
the formation of the Shoe Retailers’ 
League, Inc., whose purpose will be to 
work collectively on matters which tend 
toward better business, putting it gen- 
erally. At length, the by-laws of the 
group set forth the following purposes 
of the League: “To foster trade and 
interests of its members; to reform 
abuses thereto; obtain freedom from 
unjust and unlawful exactions; to dis- 
tribute accurate information among 
members; to procure uniformity and 
certainty in customs, practices and 
usages of the retail shoe trade; to set- 
tle differences and to promote free in- 
tercourse among its members; to handle 
all problems of the retail shoe trade 
cooperatively and collectively.” 


Abe Unger, of Ansonia Shoes, is“ 


president of the League, with Robert 
Jacobson, Jacobson Bros., first vice- 
president; F. Pollack, Pollack Shoe 
Stores, second vice-president; Gerald 
Gallady, Ansonia Shoes, third vice- 
president; Harry Stadle, Stuart 
Brooks, fourth vice-president; Louis 


Winkelman, Winkelman Shoes, secre- 
tary, and Charles Katz, M. Katz, 
treasurer. 
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Mrs. Day’s “IDEAL” 


Biggest name in the 
BABY SHOE BUSINESS 


The reputation of this name is known 
to mothers of two generations and is 
a prime asset to the many far-sighted 
children's shoe retailers who use Ideal 
Flexible Hard soles (3-8) as their 
juvenile foundation line. 


MRS. DAY'S 


IDEAL BABY SHOE CO 
DANVERS, MASS. 





FLEXIBLE Wa/king 








The board of directors is made up 
of Robert Jacobson, Joseph Haber, B 
Bernstein, Sam Feldstein, Sam Shan- 
gold and I. Fastenberg. Nat J. Baume! 
is business manager of the League and 
will devote his entire time to the work. 
He will maintain offices in Room 551 
in the Marbridge Building, New York. 

At the present time there are 40 
members in the League, but member- 
ship is open to anyone connected with 
the retail shoe trade in New York City. 





Orthopedic Shop in 
Novel Setting 


ALBUQUERQUE, N. M.—The Ortho- 
pedic Shoe Shop has moved to their 
new location in the new Hilton Hote! 
Building, 206 West Copper. The shop 
features Dr. Locke and Health Spo: 
Shoes. In keeping with the decorations 
and motif of the new Hilton Hotel, the 
shop has installed all Indian design 
furnishings and fixtures, making it very 
attractive and unique and believed to 
be the only one of its kind in the 
country. 

According to Dr. V. H. Knott, owner 
of the Orthopedic Shoe Shop, he has 
over 2000 customers in the Albuquerque 
area, and has records showing cus- 
tomers being serviced out of his store 
in 20 different states, the majority of 
these being tourists who were first 
fitted when traveling through Al)vu- 
querque. 
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WHAT TITLE FITS THIS SITUATION? 


irs FUN— 
AND 


irs WORTH WHILE 


NO doubt all you shoe men experience humorous situations in your daily work 
that will help you suggest an appropriate title or caption for this cartoon—some 
wisecrack that will bring a laugh to our readers and a little extra change to your 
pockets. 


Boot AND SHogr Recorper is offering $1.00 for each accepted caption. Five will 
be selected from those submitted. The five winning captions will be published 
in early issues with the names of the senders. If you don’t want your name pub- 
lished, say so, and if this caption merits acceptance, it will be used anonymously. 


Here’s a sample caption: “Streamlined, don’t you think?” 


Captions should be short, snappy and to the point. Mail them with your name 
and address to: Contest Editor, Boor aNp SHor Recorper, 239 West 39th Street, 
New York*City. 


Other cartoons in this series will be published from time to time together 
with the captions and names of the prize winners. There will be a preliminary 
announcement such as this to introduce the cartoon and to invite captions. Be 
on the lookout for it. 


All captions submitted become the property of Boor anp SHor Recorper. 
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Soles and Heels 


~—— 





NO SPREAD, NO CURL, NO BULGE 
METAL FLEX for Non- 
Slip LITHOX Soles, Heels, and 
Sheets for your popular priced 


THE LITHOX corp. 
WAPAKONETA, OHIO, U. &. A. 











Nurses’ Shoes 





erm 





5 EYELET 
NURSES' OXFORD 
IN-STOCK 
Flexible, shape 
retaining, made 


on 
NEW OSCO 
SUPER PLIABLE 
Process 
No. 6144 Black 
Glove Kid. 


OWENS SHOE CO. 
28 Goodhue $t., 
Salem, Mass. 
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John M. Hartman 


Boston, Mass.—John M. Hartman, 
president of the National Shoe Tra- 
velers’ Association, and a resident of 
Freeport, Long Island, N. Y., died July 
17 as a result of complications which 
followed a major abdominal operation. 

Mr. Hartman traveled in the South 
for the firm of Dunn and McCarthy, 
Inc. Prior to this connection, he was 
associated with the Thompson-Crooker 
Shoe Company of Boston. 

Mr. Hartman had served but six 
months in the office of president of the 
N.S.T.A., to which he was elected at 
the convention in Chicago last January. 
He succeeded Norman H. Souther, of 
Chicago. 


Mrs. J. H. Willet 


New York—Mrs. J. H. Willet, wife 
of J. H. Willet, who is connected with 
the sales office of the Servus Rubber: 
Company in this city, and who is very 
well known in the shoe industry, hav- 
ing formerly been in the shoe manu- 
facturing business himself, the Allen- 
Foster-Willet Co., of Lynn, Mass., 
passed away on Saturday, July 15. 

Mrs. Willet is survived by two sons 
and a daughter besides her husband. 








Obituaries 
Jacob Adler 


New York—Jacob Adler, one of the 
cofounders of the Adler Shoe Company 
died on Sunday last at the LeRoy Hos- 
pital, New York, following an opera- 
tion. He was in his eightieth year. 










































JACOB ADLER 


A native of New York, Mr. Adle: 
and his brother, Samuel, opened their 
first shoe store on 125th Street fifty 
years ago. Mr. Adler was active in 
the organization throughout his life- 
time. He was ill but a few days, having 
been at his office on Thursday, and his 
death came as a great shock to his 
family, friends and associates. 

The business founded by Mr. Adler 
and his brother has had a steady, un- 
interrupted growth, and the group of 
Adler men’s shoe store now comprises 
twenty-one units in Greater New York 
and the Metropolitan area. 

Surviving are three sons, Jesse, Ar- 
thur and Herbert Adler, all of whom 
were associated with their father in 
the business; four daughters, Mrs. Mil- 
ton Lipper of Beverly Hills, Calif.; 
Mrs. Estelle Miller, Mrs. Beatrice Wis- 
ner and Mrs. J. A. Freedman, all of 
New York; also his brother, Samuel 
Adler. 

Funeral services were held on Tues- 
day at 76th Street and Amsterdam 
Avenue, New York. 


Harry S. Van Camp 


New York—Harry S. Van Camp, of 
Portsmouth, Ohio, vice-president and 
general manager of the Vulcan Cor- 
poration, last manufacturers, with of- 
fices at 19 West 34th Street, died July 
13 at Polyclinic Hospital after a brief 
iliness. He was fifty-two years old, a 
native of Tully, N. Y. 

Mr. Van Camp, who was in New 
York on a business trip, had been vice- 
president of the Vulcan Corporation 
for ten years. He was formerly asso- 
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509— 
White Elk 
Moccasin Toe 
Fitting youngsters requires care, 
skill and patience. Retailers who 
practice these virtues are well re- 
warded. Because a children’s busi- 
ness, started on the poate ee is a 
sure way of buildin repeat 
business. parttcalerty f ‘the shoes 
are Elam’s. others appreciate 
the well-made shoes, children wear 
them so comfortably and retailers 
sell them readily. Look into this 
profitable line now! 


F.S. ELAM SHOE .CO. 
















ciated with the Universal Pictures Com- 
pany and the Metropolitan Casualty 
Company. He was a director of the 
National Bank of Portsmouth and had 
served as general auditor for the Tri- 
angle Film Company and the Pacific 
Development Corporation. 

His wife, Mrs. Louise Howell Jones 
Van Camp, and a brother, Charles T 
Van Camp, of Yonkers, N. Y., survive. 





Israel Solar 


LYNN, Mass.—lIsrael Solar died re- 
cently at his home, 37 Estes Street, this 
city. For the past 30 years he was a 
well-known and highly respected citizen 
in Lynn, where he had been identified 
with the shoe industry. Mr. Solar is 
survived by four sons, who are promi 
nent in the industry. Barnard Solar, 
William and Arthur are with the Com- 
po Shoe Machinery Corporation, and 
Henry Solar is sales manager of th: 
Kleven Shoe Company, Spencer, Mass 





Cannon Leases Atlanta Store 


ATLANTA, GA.—A five-year lease ha: 
been taken by the Cannon Shoe Com- 
pany on a store at 51 Peachtree Street. 
The store, which is 18 by 60 feet, is 
to be extensively remodeled and reno- 
vated. The rental, which is on a pe'- 
centage basis with a minimum guaran- 
tee, will total $30,000 for the period 
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Summer Stocks Moving 
Well in Midwest 
[CONTINUED FROM PAGE 37] 


with an appealing push on saddles at 
$6.95 in the white buck reverse calf 
with brown or black calfskin saddles. 
An ideal Summer comfort shoe, the 
younger set and middle-aged women 
buyers gave the shoe wide acceptance 
throughout the Spring and Summer. 

With sporting goods houses indicat- 
ing a new interest in golf this year, 
and several local tournaments of note 
for the “dub” golfers on the schedule, 
Boyd-Richardson’s men’s shoe depart- 
ment lost no time in spotlighting golf 
shoes, with and without removable 
spikes. The Indian moccasin type shoe 
in the $8.75 price range saw a steady 
market. 

Stix Baer & Fuller’s Women’s Shoe 
Section made an early bid for Fall 
business by offering a high-cut pump in 
the elasticized suede, with open toe in 
black, brown, green, navy and wine 
at $13.75. Consistent interest in this 
shoe seems to point the way to a valu- 
able Fall season ahead, and this high- 
priced shoe, with its quick demand, 
was a good “feeler.” 

Headlining their Summer line of 
white shoes as one with “Character,” 
the Lane-Bryant Women’s Shoe De- 
partment at Sixth and Locust Streets, 
saw a volume play in buying on white 
buck, air-cooled shoes with pin-holes 
and open toes at $10.95, while the 
white buccaneer selling at $8.95 with 
the “out or off” tongue, came in for 
consistent selling. The white kid step- 
in shoe in the $10.95 price range saw 
equal attention by shoe shoppers. 

The Walk-Over Shoe Store at 612 
Olive Street made a strenuous bid for 
men’s Summer sportswear in shoes in 
offering the beige and brown sports calf 
in the perforated model. Customers 
were sold on the statement: “We've 
taken all the fight out of new shoes 
and eliminated the pain and bother of 
breaking them in.” 





Enjoyable Outing Held 
By Travelers 


New YorK—About 75 members and 
guests of the Boot and Shoe Travelers’ 
Association of New York turned out for 
the annual outing and golf tourna- 
ment of the group on Thursday, July 
13. Belying the date, nothing more 
could have been asked for from the 
weather man and the affair was one of 
the most successful and enjoyable held 
by the association in recent years. 

Luncheon was served at Karatsony’s 
about 12:30 following which about 40 
golfers hied themselves to the nearby 
Engineer’s Club for the tournament 

y. A special match was arranged 

r in advance between Fred Bailey, a 
—— of Tom Callahan, B. Altman 

yer, and Fred Davis of Walk-Over. 


Offering odds of 5-4, Mr. Callahan fin- 
ished out the day quite profitably with 
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rich authentic colors 
match popular shades of 
upper leathers. 

2 
lay flat in the shoe—do 
not wrinkle or scuff. 
3 
fine, leather-like surface 


resists wear — keeps its 
good-looks. 











BETTER and 
COSTS LESS 


RELETHA is a quality 
substitute which keeps 
costs down and actually 
makes better looking 
shoes! It is scientifically 
manufactured of leather 
and other strong fibers 
... has a beautiful, dura- 
ble, leather-like finish . 

does not wrinkle under 
the foot . . . is available in 
rich, authentic colors that 
match upper leathers. If 
you want the best sock lin- 


ing—ask for RELETHA. 


PROSPECT MILLS CORP. 
15 Chestnut St. 
CAMBRIDGE, MASS. 


R-t Le. oe 


QUALITY SUBSTITUTE FOR LEATHER 


SOCK 





Mr. Bailey winning the match three 
and one. 

Following the golf, everybody 
gathered once more at Karatsony’s for 
their well-known shore dinner which 
entails about a dozen courses. Jim 
Baker, chairman of the golf committee, 
awarded the prizes to the winners in 
the tournament during the meal. 

Lou Friedman was out in front for 
the day with a low gross of 84. For 
this he received a pair of golf shoes 
and first leg on the Boot AND SHOE RE- 
coRDER Golf Trophy, a new one this 
year as Merv Lyons got in his third 
lick last year on the former cup, thus 
keeping permanent possession of it. 
Merv Lyons and Bob Emmett, with a 
90 and 93, respectively, won second 
and third low gross honors. 

Herbert Lehmann won first honors 
for non-member players for which he 
was awarded a golf slicker, the gift 
of Tom England, president of the as- 
sociation. Herman Shaffer, Harry 
Goodsight and Harold Callahan walked 
away with low net prizes for the day. 

Feeling that certain of their mem- 
bers, although playing good golf, were 
somewhat slighted when it came to the 
matter of prizes, Charlie Havranck, 
secretary of the association made ar- 
rangements for a special prize to be 
awarded to Larrie Sass, who, playing 
an exceptional game, turned in a 126 
card. The large china bowl, attrac- 
tively bedecked with crepe paper and 


LININGS and HEEL PADS 


ribbons, was graciously accepted by 
Mr. Sass who promised to give it a 
prominent place on his mantle. 





Fall Shoes Selling in St. Louis 


St. Louis, Mo.—Extra heavy selling 
running into volume sales were re- 
ported by the Shoe Salon and Savoy 
Shop on the second floor of Scruggs- 
Vandervoorts and Barney, here. Ties, 
straps, pumps and sandals moved along 
briskly with the Summer lines, while 
some quantity of darker shade shoes 
were brought out for first-rate selling. 
Kid, buck, patent, calf, suede and 
fabric all saw plenty of action as the 
two departments turned on a gala, 
early July push on the shoes. 

An early showing of Fall lines did 
not lack for purchasing attention, and 
the departments reported action in 
shoes for early Fall in the darker 
shades. 


M. W. Lindenberg Owner 
Of Pittsburgh Store 


In an item in the July 8 issue, it 
was stated that Dr. N. A. Lindenberg 
and John J. Meara are the owners of 
a store recently operated at 220 Stan- 
wix Street, Pittsburgh, Pa. This was 


an error, and we are informed that M. 
W. Lindenberg is the sole owner and 
John J. Meara is manager of the store. 








LABELS 


TOLMAN- DAVIDSON 
DVEI NG PRESS 
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TAKE YOUR PICK! 


JOB LOTS 
$250,000 in high quality 
nationally known 


women's shoes 


BARIS SHOE CO.., Inc. 
Dept. R-6 = 79 Reade St. New York 

















Credit Men Adopt 
Footwear Ruling 


GRaND RaPws, Mich.—An important 
resolution regarding credit considera- 
tions in the shoe industry and business 
was adopted by the Footwear Group at 
the convention of the National Asso: 
ciation of Credit Men, held here, re- 
cently. The resolution requested all 
commercial agencies not to give a cap- 
ital rating to any manufacturer or 
merchant who refuses to make a signed 
statement. Members of the Pp 
pointed out that agencies may D299 a 
credit rating based on the way a mer- 
chant or manufacturer pays his bills, 
but must not give a capital rating on 
an estimated statement or none at all. 
Copies of the resolution have been sent 
all local associations of credit men 
and to all cities represented in the 
footwear group. Ed Ball of the Brown 
Shoe Company, St. Louis, is chairman 


5 





reported to be expecting a busy season. 
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Community Store in Big City Manner 





Interior view of the Michaels store in the North Park residential district of Buf- 


falo. 


Pleasing atmosphere, such as that prevailing here, counts for much in mak- 
customers. 


ing and holding 


BurraLto, N. Y.—“One of the chief 
mental barriers a merchant handling 
high-class shoes in a suburban area has 
to overcome with his customers, is to 
convince them that he handles the same 
type of shoes at the same price as down- 
town shoe stores,” said Samuel H. 
Michaels, who recently opened a new 
store at 1404 Hertel Avenue, trading 
avenue of the North Park residential 
district. 

“It is surprising the number of people 
who ask me if I handle the same kind 
of shoes as downtown merchants do. 
Some seem to think that although the 
brand name, the price and everything 
else is just the same, there is, never- 
theless, some difference somewhere. I 
handle only high-class shoes, and to 
carry my measage to the people of the 
North Park area, I use three forms of 
advertising: radio, direct mail and 
newspaper. 

“Atmosphere in the shoe establish- 
ment, in a community area, I am con- 
vinced, counts for a great deal. The 
customer must be made to feel that the 
community store is the same as the 
downtown store. That is one reason 
why I have spent about $18,000 in im- 
proving and remodeling this property 
so that it will compare favorably with 
the latest downtown stores. The radio 
and other forms of advertising attract 
the interest of prospects and bring them 
into the store. When they reach the 
store and find displays arranged in the 
most approved and effective manner, 
they become regular customers. The 
parking problem in the downtown area, 
and the fact that women especially like 
to take their time about buying shoes, 
operates to the advantage of the high- 
class community store. We make a 
specialty of children’s shoes and hold 
some clearance sales, but generally our 
merchandising is along standardized 
lines at the regular prices.” 

Mr. Michaels was born in Bradford 


but has been a resident of Buffalo since 
a lad of 14-years. Formerly he operated 
a store on Seneca Street and until re- 
cently had an establishment a few doors 
from his present establishment, the 
property of which he owns. 





Bata Given Luncheon 
At Baltimore 


BALTIMoRE, Mp. — Jan Bata, the 
Czecho-Slovakian shoe manufacturer, 
was the guest at an informal luncheon 
given in his honor at the Baltimore 
Country Club on Thursday, July 13. 
The luncheon was tendered to Mr. Bata 
by the executive committee of the 
Baltimore Association of Commerce. 
Covers were laid for twenty-five of 
Baltimore’s leading business and pro- 
fessional men. 

Robert O. Bonnell, chairman of the 
committee,,acted as toastmaster, and 
in introdueing Mr. Bata, reviewed the 
activities of the association in getting 
the big shoe plant to come to Maryland, 
and pointed out that, while these ne- 
gotiations took eight years to consum- 
mate, this was Mr. Bata’s first visit 
to the State but that he has been a 
taxpayer since 1931. 

Mr. Bata’s talk was very informal 
and enjoyable. He said that while it 
is true that he has been a taxpayer in 
Maryland since 1981, it is his object 
to become a larger taxpayer by having 
his plant grow as rapidly as possible 
He was enthusiastic in his praise and 
appreciation of the spirit of friendli- 
ness that has marked his negotiations 
with Baltimore firms and individuals. 

Mayor Howard W. Jackson was 
scheduled to be present at the luncheon, 
but he was unable to attend. He was 
represented by Richard C. O’Connell, 
president of the City Council and ac't- 
ing-mayor during Mr. Jackson’s ab- 
sence from the city. He welcomed Mr. 
Bat’a on behalf of the city. 
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When made with UNISHANK 
there is strength and rigid support 
exactly where needed. That is one 
important redson a steadily increas- 
ing volume of women’s shoes has 


this unrivaled construction feature. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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SALESMEN WANTED 


SALESMEN WANTED 


WANTED TO PURCHASE 








tunity for substantial earnings. 


and references. 


SALESMEN WANTED 


Do you want to join a sales force where the men are happy in their work and 
changes are rare? Due to a transfer and opening new territory we want three 
men, one each for New York and Pennsylvani 

d State. MUST HAVE ROAD EXPERIENCE SELLING THE 
DEALER, know how to fit and talk our appliances, and live in the territory. 


Remuneration is strictly commission, payable each week, with excellent oppor- 
If you are a hard worker, good salesman, honest, sober, and looking for a 


permanent position where you can be happy in your work, write Mr. Scott, 
giving complete information about yourself, including age, weight, experience 


SCOTT FOOT APPLIANCE CO., Omaha, Nebraska 


a—Southeastern States—and New 











WE BUY 
lus Wholesale and Retail 
randed Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Stetson, Red Cross, Nunn-Bush, Etc. 
IRVIN BUBIN 
“The House of Jobs” 
88 Reade St., Cor. Church 
Phone Barclay 17-7887 New York City 
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Buyers of Surplus Stocks 
We will buy surolus or entire 7 of shoes 
from jobbers or 
QUANTITY NO “opiect 
KIRSCH-BLACHER CO., Inc. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 








WANTED: 


Experienced salesmen for extensive line of 

men's and boys’ popier priced ehees = 

nce references. Non- 

side line no oebiection Indiana, 

filinote issouri, Nebraska, Kansas, Maine, 
New Hampshire, Vermont. 








Address No. 341 ¢/e Boot and Shee Recorder, 
140 Federal St., Boston, Mass. 





SALESMEN New gx lipper Manufac- 
Sone pow r price In-Stock line =| fabric, 
leather, Gen diebers. Commission basis only. 
to be sold with non-conflicting ey A real 
money Territory open California, Il- 
linois, Kansas, Nebraska, Minnesota, Towa, 
Address 269, care Boot & Shoe 

Recorder, 140 Federal St., Boston, Mass. 


Sst Hine for Kentucky and Tennessee for 

Ax: line of women’s novelty shoes. Groves 

| Co., 311 West Monroe St., Chicago, 
inois. 














LINE WANTED 
G Ronme irls’ and misses’ line of Little- 
pos wanted. Established trade 
in and Illinois. | ay or make-w 
Address #339, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 





GARATEE NEW YORK AND VICINITY. 

ic young salesman to represent fac- 
tory or jobber of men’s, women’s or children’s 
shoes. references. Address #343, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. 





WANTED TO PURCHASE 


SHOE Store, doing upward | $30,000. East 
or Middlewest eye Pay cash. Give 
full information in first letter. Address #338, 
ore Ben & Dee Eee, 2) Wer oe 





POSITION WANTED 





ACK MANHEIM WILL 

PLETE CHA 
TRIMS. EVERY DETAIL ATTENDED TO. 
LOOK AT MY SIX COMPLETELY TRIM- 
MED WINDOWS IN THE SHOWROOM 
OF ti BI g ned ady A oe COM- 
PANY, roadway, New York City. I AM 
READY 0 RERVE you! LET'S. AKE A 
DATE! ACK MANHEIM, WINDOW 
Fe 218 Kingston Ave., Brooklyn, 

ey 2 Telephone: Slocum 6-6241. 





HELP WANTED 


R EPRESENTATIVES WANTED. Weill- 





known manufacturers of low and popular | 


priced children’s and misses’ shoes desire ex- 
perienced salesmen to travel on commission 
basis. Must be familiar with the sale of _— 
dren’s shoes as well as with the agg” 
fer for them to travel by automobile Splendid 
portunity for the right parties. 
342, care Boot & Shoe Recorder, 140 Pelee! 
Street, Boston, Mass. 





WANTED TO PURCHASE 


FAMILY Shoe Store, potas F os tay Year. 
Small Town Preferred. M. closing. 
Address #340, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 











stocks and ladies 
hah grade jee_and jobs. fo domestic and ex- 
port jobbers of Shermode- 
Pooks a> Arch — Piel Mer “quality shoes. Personal 
attention given to all customers. 

MATT AMROSE & SONS 
“All types shoes for all types promotions”’ 

112-114 Certland Ave. Syracuse, Y. Y. 











TAKE COM- 
RGE OF YOUR WINDOW 


SHOE STOCKS BOUGHT 
Complete or Part 
Wholesale or Retail 


BARIS SHOE COMPANY, a 
79-81 READE STREET, NEW YORK, 
Telephone WORTH 2-5180-5181 











FOR LEASE 








OPPORTUNITY FOR SHOE 
CHAIN OR INDIVIDUAL 
TO LEASE DEPARTMENT 


Active city of 22,000 with 50,000 draw- 
ing area. In largest popular price 
Ladies’ Ready-to-Wear shop, estab- 
lished 22 years. Best location, ground 
floor, front window display. Co-op- 
| | eration assured from all departments. 
$3.95 to $5.95 high styled lines pre- 

ferred. Will offer attractive lease on 
|| percentage basis with $100 monthly 
| | minimum guarantee. Write or call 
RUTHBERG’S, Middletown, N. Y. 
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“RE Store Closed 


SAN FRANCISCO, CALIF.—The down- 


town store of the Eisenberg’s Shoe 
Store Company, which has been located 
for some time at 979 Market Street. 
has been discontinued, and the stock 
combined with the company’s store at 
2526 Mission Street, effective July 10 








classified 
Classified advertising is payable in 





classified advertisements the rate is 7 cents per word. 
desired twelve words should be added for the address. In all 


advertisements is $5.00 an inch with a maximum of 46 words. 
SF Advertisements for this page must be in our New York office on Friday of the week preceding publication “W® 


CLASSIFIED ADVERTISING RATES 


Mini 
Minimum charge, $1.25 
other cases each word of the 
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BOOT anv SHOE RECORDER, July 22, 1939 





TALKING WINDOWS START THE SALE 





For Your World's Fair 


Window Trim 
PRICE TICKETS and CARDS 





Aquamarine, yellow, 
on white. 


Any assortment 
of price tags: 


6 Doz. $1.10 
12 “ $2.00 


LE ® TALKING WINDOWS START THE SALE 


i 








color trim each month. 





Samples on request to show you 
how they effectively give you a new 





Merchants Service Dept. 


BOOT AND SHOE RECORDER 
209 S. State St., Chicago, Ill. 


comparison. 


47 
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ALKING WINDOWS START THE SAL 
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PATENT ATTORNEY 


























In Temporary Quarters 
Pending 


Modernization 


Fort Wortn, Texas—The John L. 
Ashe Shoe Store at 814 Main Street in 
Fort Worth, Texas, has moved to tem- 
porary location at 608 Main Street, 

the quarters at 814 Main are be- 
mg rebuilt and modernized. 
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Show New Handbags 


New York — Against the effective 
gray and blue background of their 
newly decorated showrooms, Gold Seal 
Importers presented their Fall collec- 
tion of beautiful and luxurious hand- 
bags at a recent informal gathering of 
the press. Mannequins showed the 
bags, which included day and evening 
styles in a variety of rich materials 
and unusual treatments. Black suede 
was the most popular for daytime and 
afternoon bags, but some velvet and 
faille designs were also included. The 
dressmaker influence was strongly felt 
in tucking, shirring, ruching and quilt- 
ing. Top handles of the soft, sash type 
were the favorites. Gold or gold and 
silver metals were used for the frames 
and formed interesting decorations. 

In the evening models, beading was 
shown in a number of unusual treat- 
ments—French Beauvais designs, Per- 
sian patterns and coloring, bugle beads 








The Market Is Calling 


all buyers—wanting the latest and best—tested by 


No other shoe center gives to buyers the chance for 
a choice obtainable in the Marbridge Building. 
When in New York—be neighborly—a welcome 
awaits you on every floor. 
D. S. MACDONALD, Mgr. 


WEST 34th ST. 


Also 1328 Broadway 


NEW YORK 





“WANTED TO PURCHASE 





IDEAL 
SHOE 
DISPLAYER 


“THEY LOOK AS THOUGH THEY 
FLOAT ON AIR” 


That's what people along Fifth Avenue are sayin 
about shoes yy en the new IDEAL SHO 
DISPLAYER. Many smart 

this modern stand as part of their 
permanent displays. it's newer, unlike any stand 
you've on. Shoes look better, leok lighter and 


WRITE FOR ATRIAL ORDER $12 per dozen 
price for either men's or $6.50 


Same 
women's shoes—specify type you 
want. per half dozen 


M. D. POLLINGER CO. Stamford, Conn. 











in flaming jewel shades and pin-point 
beads. Gold and silver and rhinestone 
mesh were also used. The embroidered 
and beaded surfaces used in these bags 
gives drama to the envelope bag, which 
is having a revival this season. It is 
a practical shape for carrying long 
evening cigarette case, eye glasses, 
theater tickets, etc. 









































